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They Are Going to Buy 
National MAZDA 


Stores, factories, theatres, hotels, restaurants—they all need lamps, have needed 
them for some time, because unsettled business conditions have forced them to put 
off buying even absolute necessities. 


Business is better. 
Now that they have the buying power they'll want the best lamps made. 
National MAZDA C lamps are not bought by accident. In them you have to offer 


the latest development in incandescent lamp manufacture, a gas-filled lamp of National 
Quality. 


These people are going to buy National MAZDA C lamps if the proposition is put 
up to them right. 


Let’s meet them half way, or, better still, go all the wayjafter them before some- 
one else does. 


Take a National MAzpa C lamp under your arm and go out and show your pros- 
pects what it will do 


& NATIONAL LAMP WORKS 8) 


OF GENERAL ELECTRIC 0. 


Nela Park, Cleveland ~~ 
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PANY. 


is at hand. 





Electric Compartment 


For summer cooking, especially, the Electric Compartment Cooker is the most practical 
and popular electric heating device. 


Itsaves the housewife many 
imizing the time she spends over 


It is not in any sense a com- 
auxiliary device which accom- 
operations automatically. 


EVERY ELECTRIC 
COOKER ON YOUR 
to $18 ANNUAL INCOME 


This is all off-peak business— no investment or special rate required. Write now 
for data on STANDARD Electric Compartment Cookers. The best selling-season 
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Cooker 


hours of kitchen discomfort by min- 
the gas or coal range. 
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An X-ray picture showing the simple construction of the Magic. 


Our One Argument is Quality 


If You are Interested in the Quality of the Appliances You Sell, You Must be Interested in 


“THE MAGIC” 


‘Trouble-Proof Suction Cleaner 


The MAGIC is easy to sell and it stays sold. You don’t lose all the profits 
on repairs, replacements and trouble-shooting. For the MAGIC is trouble- 
proof—absolutely. It’s all in the motor. The MAGIC has a compensated 
auxiliary winding. This type reduces commutator wear to an irreducible 
minimum. Also it costs nearly twice as much as the motors used on other 
cleaners of comparable size. The special design, and the extra care, finer 
materials and truer testing incorporated in this motor insures you against 
the exasperation and expense of complaints and repairs. 


























Here is the Proof 


In an endurance test of continuous operation day and night, between the MAGIC 
and two other well-known cleaners, the commutator of the motor on one of the other 
makes wore down 1/32 of an inch in 150 hours; the commutator on the other was 
I worn out at the end of 500 hours. (See cut No. 1.) The commutator on the motor 


of the MAGIC Cleaner showed no perceptible wear after continuous operation for 
3,000 hours. 


es And when the MAGIC was stopped at the end of 5,000 hours’ continuous running, CUT NO.2 
The commutator of compe- 


ting cleaner, worn out at the wear was hardly perceptible, and the cleaner was nearly as good as new. (See Giana oe mene 
end of 500 hours’ continuous cyt No, 2.) continuous operation. Wear 
unning. hardly perceptible. 


Investigate the MAGIC critically. Put it through amy test you please. 


The more thoroughly you investigate, the surer you will be that the 
MAGIC is the oz/y practical cleaner for your central station to handle. 


One central station bought and sold over 1000 of our machines within six 
months. Let us tell you w/y they bought them and 4ow they sell them. 


INNOVATION ELECTRIC COMPANY, Inc. 


585-589 Hudson Street, New York, U.'S. A. 
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Jacking-up the Price 


A Lesson in the Gentle Art of Getting the Money 


T may as well be said at the beginning 
that there is no one best price policy. 
Some merchants attain success by 

turning over their money rapidly at 
small profit; others turn slowly and try 
to get a big profit on each transaction. 
Others, and these are the rarest, get 
both the turn-over and the big margin. 

A. K. Young, of the Toledo Railways 
& Light Company, belongs to this last 
class. He believes in getting the money; 
also he believes in getting the business. 
How he raised the price standard on 
electric sweepers is characteristic of the 
Toledo price policy. 

Almost two years ago, and before Mr. 
Young became manager of the new- 
business department, a suction-sweeper 
sale was undertaken in Toledo on the 
“group plan.” The proposition was to 
offer a sweeper and two appliances for 
$39.00, which was one dollar less than the 
list price of the sweeper alone. It was 
a real bargain sale, for each group listed 
at approximately $50. Circular letters, 
car advertising, newspaper space, dis- 
play room, demonstrations and house- 
to-house salesmanship combined to make 
this sale a real success, 400 groups being 
disposed of in three months. 

Mr. Young was appointed new-business 
manager of the company while this sale 
Was in progress, and he claimed from the 
beginning that the bargain feature was 
too strong. So im the next sweeper sale 
advertised, a different machine was 
offered, the resale on which was $37.50, 
and the proposition was to give one 
appliance free with each sweeper sold at 
regular price. The premium appliances 
were old stock, obsolete types, which 
otherwise were dead on the shelves. 
This sale also was a success, even a 
greater success than the first, for 300 
tiachines were sold in two months, a lot 


By Frank B. Rag, Jr. 


of dead appliances were put on the lines 
and the net profit was much larger. 

At the conclusion of this campaign, 
sweepers were sold without any special 
inducement at the regular $37.50 price, 
and a steady demand of about forty a 
month was maintained. 

Thus it will be seen that the margin 





A. K. Young, New-business Man- 
ager, Toledo Railways & Light 
Company 


of gross profit was increased from about 
$9.00, which was all the company made 
on the original group proposition, to 
$12.00 profit on the single appliance 
premium and then to’ $15.00 on the 
machine alone. At each step the sales 
increased; that is to say, the public 
bought more machines as the company 
demanded a larger profit. 

In the course of all these sales, which 
amounted to almost one thousand 


sweepers between September, 1913, and 
February, 1915, there had been a con- 
stant though somewhat feeble demand 
for larger cleaners. Acting upon this 
hint, Mr. Young decided to specialize 
upon Hoover $50.00 machines during 
the month of March, this year. This 
meant a further boost in the price to the 
public. 

Practically no advertising was done. 
A few posters in the cars and a few modest 
newspaper announcements plus the manu- 
facturer’s leaflets, comprised the adver- 
tising campaign. 

Nor was other business allowed to 
languish. The salesmen were supposed 
to take care of the regular run of busi- 
ness in their territories. They sold the 
usual assortment of appliances, secured 
house-wiring orders, kept track of new 
tenants moving in, and performed the 
ordinary duties of company representa- 
tives. Yet in spite of this necessity, 
here are the individual sales records on 
Hoover sweepers of the fifteen men during 
the month: 


Salesman No. of Sweepers 


Aug. Kneisel 9 
I. d. Cooney 3 
A. C. Drummond Ll 
S. T. Elliott 14 
Earl Cobb 6 
W. F. Corcoran 12 
A. G. Hester 18 
F. G. Staiger 19 
J. H. Slade 24 
L. J. Leman 20 
T. B. McMillan 20 
J. H. Wasson 9 
R. H. Corson 12 
John Flory 5 
H. F. Heyman 26 
Total 208 


Of these sales, about half were $40.00 
machines, and half, $50.00 machines. 

















































HE point to note in connection with 
these figures is that even during the 
special sales, all other business was 
carried on as usual. Certain general 
results were demanded of the men out- 
side of the special sales records. For 
example, Mr. Young boasted that his 
organization would sell a sign for each 
business day in the year of 1914. In 
talking to the men he put the matter 
differently: he said he wanted them to 
sell at least a sign each day. From 
January first to October third, this 
record of at least a sign each day was 
maintained. Altogether 420 signs were 
sold within that year. And it must 
be remembered that these are all real 
signs—transparencies, indoor signs and 
painted signs illuminated by reflected 
light are not counted. There were 420 
lamp-letter signs sold and erected in 1914. 
Another characteristic “bogey” set 
by Mr. Young was the demand for an 
average of five sweepers a day during the 
month of April, 1915: that is to say, 
having sold 208 sweepers in March, he 
put it up to them to sell 130 in April. 
This demand was met, though the 
fan season, the flat-iron season and the 
baseball season all divided the attention 
of the sales force. 

A characteristic day’s work report was 
given April 27, at which time the writer 
attended the morning meeting of this 
department. 


General Representatives 

Aug. Kneisel, 15 calls: 1 iron, 1 wiring con- 
tract, 1 cleaner. 

J. J. Cooney, 11 calls: 
3 fans, 1 iron, 1 cleaner. 

W. F. Corcoran, 12 calls: 2 wiring contracts. 

A. C. Drummond, 10 calls; 1 wiring contract, 
1 fan, 1 set cleaner tools. 

S. T. Elliott, 16 calls: 2 service applications. 
1 cleaner and tools. 

E. Cobb, 8 calls: 1 iron, 3 type C lamps, 
1 wiring contract, 1 service application, 1 $160 
meat chopper. 

A..G. Hester, 15 calls: 1 cleaner, 1 fan, 1 
service application. 

F. G. Steager, 12 calls: 2 fans, 1 
application. 

J. H. Slade, 15 calls: 

L. J. Leman, 10 calls: 
tools. 

T. B. McMillan, 12 calls: 1 iron, 2 cleaners. 

J. H. Wasson, 14 calls: 2 fans, 4 wiring con- 
tracts, 1 service application. 

R. H. Corson, 17 calis: 1 vibrator. 

John Flory, 12 calls: 1 wiring contract,.2 
cleaners, 3 irons, 2 fans, 1 sewing-machine 
motor. 

H. F. Heyman, 11 calls: 


16 type C lamps, 


service 


2 cleaners and tools. 
1 iron, 2 cleaners and 


2 irons, 16 fans. 


Gas Representative 
A. H. Gindele, 15 calls: 1 fuel contract, 
complaints, 2 tie-ins, 2 special burners. 


Power Representatives 

M. B. Buckley, 12 calls: 25 hp. new business. 

H. C. Griggs, 8 calls: 50 hp. new business. 

H. 5. Robeson, 9 calls: 1 hp. new business, 
1 complaint. 

Walter Young, 9 calls: 4 hp. new business, 
5 hp. additional, 7 hp. additional, 8 hp. ad- 
ditional. 


Salesroom 
Mrs. Gill, 9 irons, 1 fan. 1 cleaner. 


Summarized, the above shows that 
19 irons, 13 sweepers, 28 fans, 27 type 
C lamps, 10 house-wiring contracts, 
and residence services, and 100 hp. of 


ELECTRICAL 


power were sold in one day by a crew of 


19 men and one office saleswoman. This 
is a mighty big day’s work, even in 
Toledo, but even as published it is not 
complete, for when it became known to 
the men that the day’s report would be 
published, five of them sought out the 
writer with request that items be added 
to their credit, the explanation being that 
they had held back a few orders so as to 
help round out the succeeding day’s 
record in case they should be unlucky. 
The day’s sales above printed, however, 
are exactly as given by the men in meet- 
ing and exactly as they appear on the 
company reports. There is no “frame 
up.” 

This is one virtue of the Toledo new- 
business department. It is honest. 


The Toledo Central Station’s Office Exterior Makes 
a Brilliant Night Display 


A. Kk. Young does not have to fix the 
records to bolster his own reputation and 
he will not tolerate it in the men. “No 
cheating” is his slogan. If a man has no 
new business to report in meeting, he 
gets up and reports no business. It hurts 
to do it, but it doesn’t hurt as much as 
self-deception. Sometimes the men hold 
out an order or two for the succeeding 
day, but heaven pity the one who reports 
a contract or sale not actually completed. 
“Quit kidding yourself and don’t try to 
put anything over on me,” was Young’s 
blunt advice to one man who reported 
an expectation, “If I had collected com- 
missions on all the ‘near’ orders I’ve had 
in my life I wouldn’t bother to speak to 
Mr. Doherty, I'd be that proud.” 


MERCHANDISE 


May, 1915 


HIS article has rambled a bit ‘roy, 
the main issue. We started |. tel] 
how to bolster up prices instead of ¢1:' ting 
them down. Toledo has done it. \ny- 
body can. Toledo is in no manner 
exceptional. It’s a typical middle-s| ates 
small city. There are the usual assort- 
ment of nationalities and types: there js 
the usual animosity to the corporation, 
The reason the Toledo company is se\ling 
higher-priced sweepers is because the 
sales force is made up of salesmen and is 
managed by a salesmanager. They are 
not solicitors managed by an engineer, 
An odd sidelight on the situation is the 
attitude of the local dealers in electrical 
wares. They resent the company’s ac- 
tivities, in spite of the fact that high- 
priced goods are sold at list and upon 
terms which any well-established mer- 
chant could easily duplicate. In the 
face of the dealer’s resentment, the sales 
department of the company is patient 
but determined. With a_ sales force 
that can accomplish as much in a 
day as the average dealer can in a month, 
they are not worrying about the “‘in- 
fluence’ of any disgruntled contractor or 
electrical merchant. 

Instead of making the contractor's 
life hard, they are making it easy by 
securing and passing along 50 house- 
wiring contracts each a week; by securing 
and passing along the construction work 
in 25 power installations or extensions 
each week; finally, by jacking-up the 
price of appliances. 

New Merchandising Schools 

RAINING the sales department in 

the ways of true merchandising has 
become reasonably common practice at 
least among the larger central stations. 
The appliance department of the United 
Electric Light & Power Company, New 
York City, has recently established a 
school of electrical merchandising to 
train its own employes and electrical 
dealers in the proper methods of selling 
appliances. Representatives of various 
manufacturers will give illustrated lec- 
tures on the products they represent, 
showing the articles both in the process 
of construction and in use. The speakers 
are privileged to “‘sell’’ their audience, 
if they can, and to explain what their 
respective companies are doing to stimu- 
late sales and interest the public in elec- 
tric appliances. Light buffet suppers will 
be served after each session, both as a 
reward for attendance and to show how 
efficient and convenient are electric- 
cooking appliances. For “comic relic!” 
from the serious business of the sessions, 
the movies are being employed from 
time to time to show the electric ap))li- 
ances at work in amusing and interes! ig 
scenes. To date, the employees and | lie 
dealers are taking hold of the idea in good 
shape, and its influence in stimulatin 
greatly increased appliance business 
no doubt make itself felt in due tire. 
J. V. Guilfoyle, manager of the elec' ric 
shop, evolved the idea. 
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862 Sweepers in One Month 


Record-smashing Performance by the Philadelphia Electric Company Due to Effective Team Work. 


QHE Philadelphia Electric Company 
has just hung up a world’s record 
for a single month’s sale of vacuum 

sweepers. From March 15 to April 15, 801 
Cleveland Suction Cleaners—the machine 
used in the campaign—and 61 cleaners 
of other types were sold, making the 
remarkable total of 862 for the month. 
The average cleaner sales of the Philadel- 
phia company are between 40 and 50 
per month. Out of the 801 campaign 
cleaners, but 19 have been returned, of 
which only 7 represent lost business. 
For in the other 12 cases, larger machines 


were substituted for the campaign 
cleaners. This means that not quite 
1 per cent of the cleaners failed to 


“stick.” 

Howard K. Mohr, advertising manager 
of the Philadelphia Electric Company, 
attributes the success of this remarkable 
sale to two things: “In our opinion,” 
he says, “the very attractive terms were 
the greatest inducement.” For the sale, 
the sweeper was reduced from the regular 
retail price to $24.85. The terms were $4.85 
down, and $2.00 per month. About 
85 per cent of the sales were made on this 
deferred-payment plan. 

Before a wheel of the campaign 
machinery was turned, the plan of pro- 
cedure was carefully laid out. All the 
advertising matter was prepared before- 
hand, the order and distributing depart- 
ments were oiled up, and the sales forces, 
both inside and outside, keyed to the 
right pitch of enthusiasm. 

The first gun in the advertising eam- 
paign was a little sticker-leaflet which 
was pasted to the March bills mailed 
five days before the opening of the sale. 
The bills of the Philadelphia company 
fold in four parts, and this sticker was 
ingeniously devised to be pasted down 
only on the outside edge, yet in such a 
way that the customer would have to 
lift up the flap in order to see the amount 
of his bill beneath. This leaflet gave a 
complete exposition of the terms of the 
sale, where the cleaner could be seen, 
and other necessary details. A great 
many sales were directly traced to these 
stickers which were also sent out with 
the April bills five days before the cam- 
paign closed. 

On the day the sale opened, the first 
newspaper advertisement appeared in 
good-sized space. Eight local news- 
papers were used, but no more than two 
carried the advertising each day, and 
generally one paper per day until all had 
been used. Two of the larger papers 
ran the advertising twice. The matter 
Was very attractively gotten up, as may 
he seen by the reproduction accompany- 
ing this article. The response to the 
newspaper advertising was both immedi- 
ate and large. 


By S. F. Metcuer 

Car cards were placed in the subway- 
elevated and in the cars of practically 
al! surface lines, and kept there through- 
out the month. The money used in this 
form of publicity was money _particu- 





Electric 
Sweeper 
at a Bargain Price 

Until April 15th you 


will have an unequalled 
opportunity to purchase 
a high-grade Electric 
Sweeper, with eight clean- 
ing attachments, at $24.85. 
Usually you pay $25.000r 
more for an equally good 
sweeper without the ad- 
ditional cleaning imple- 
ments. Note, also, the 
exceptionally convenient 
terms: 


$4.85 


at time of purchase and the bal- 
ance in monthly payments of as 
little as $2.00, if desired. 

Althcugh this machine weighs only nine 
pounds, it 1s sturdy and rugged in con- 
struction. Norte these features, found only 
in much higher-priced machines: Con- 
venient switch for starting and stopping 
motor, dust bag which is instantly remov- 
able revolving brush in nozzle to pick up 
lint and thread. ‘This Sweeper is guaran- 
teed by the manufacturer and will give 
satisfactory service for years 

Remember that the $24.85 price and 
special terms are good on/y until April I5th 
—and make sure of your Cleaner now! 


Demonstrations in the Electric 
Shop Gnd District Offices 

















A Newspaper Ad. Used in the Campaign 





larly well spent. Attractive window dis- 
plays were maintained during the sale at 
the Electric Shop which is in the central 
office, 10th & Chestnut Streets, and at 
the six district offices scattered through- 
out the city. The touch of completion 
was added to all this advertising by 
motion-picture slides which showed a 
girl using the sweeper, in addition to an 
appropriate verbal message. Finally, at 
the end of the second week of the sale, 
a special followup card was mailed to 
prospects whom the demonstrators were 
unable to close up at the time of first 
solicitation, also to customers who had 
made purchases at previous special sales 
of the company. 

The selling machinery of the campaign 
worked as follows: Sweepers were not 
sent out for demonstration, but the six 
girl solicitors of the company, charged 
with “pep” and enthusiasm, covered 
lists of prospects which each had formu- 
lated for herself in advance. To these 
advance lists were added the names of 
all prospects developed during the course 
of the campaign. Each girl carried a 
sweeper with her on her rounds, and two 
of them were accosted on the street cars 
by people who wanted to know if it was 
the sweeper the Philadelphia Electric 
Company was selling. This outside force 
sold 193 cleaners, receiving a commission 
upon each sale. 

Inside the Electric Shop a girl ex- 
hibited the machine in actual operation. 
This was her primary business, but she 
was also allowed to take orders—and 
took many within the campaign period. 
Also, during the many rush moments of 
the sale, seven or eight inside salesmen 
were kept busy taking orders on the 
floor or over the phone. As one of the 
men put it to the writer: “Quite often 
I got a pocketful of money before I had 
time to turn it in,” and Mr. Delaney, 
manager of the Electric Shop, recalls 
that he personally took 22 orders over 
the phone from 9 to 11:30 on the second- 
last day. 

The district offices proved an important 
link in the chain of cooperative effort 
which characterized the sale. Among 
them they sold 130 of the 862 cleaners. 

The statistics of the first few days of 
the sale did not indicate that the final 
results would be at all remarkable. Two 
cleaners were sold on each of the first 
two days, but by the end of the first week, 
the average daily sales had jumped up 
to from 28 to 30. On the last four days 
of the sale, the figures showed as follows: 
April 12, 40; April 13, 48; April 14, 87; 
April 15 (the last day) 114. This last 
day’s record, in itself, would be an ex- 
cellent showing for a full month’s cleaner 
campaign in a smaller city where the 
people have been trained to respond to 
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In Your 
Home 





E are selling this standard Electric 
Sweeper, with eight cleaning attach- 
ments, at $24.85, if purchased before April 
15th, Terms to customers: $4.85 down, 


$2.00 per month for ten months. 


This is a 


bargain price for a very high-grade machine. 


E $3750 


Value 


The PHILADELPHIA (| 








Demonstrations at Electric 
Shop and District Offices 


$9485 


Special Price 
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Car Cards were also Resultful 


the sales efforts of a progressive central 
station. 

It is worthy of note, as one phase 
of the success of the campaign, that 
the central-station’s liberal offer steered 
many inquiries to the local agency of 
the manufacturer. The manufacturer’s 
Philadelphia representative made _ this 
interesting comment about the sale, to 
the writer: “The figures for this cam- 
paign surpass by 200 those of any pre- 
vious American central-station campaign. 
Two things particularly stand out. First, 
the vacuum-cleaner service idea, rather 
than any particular make, was the im- 
portant thing to be sold, as it was sold in 
Philadelphia. Second, the central station 
backed up an attractive bargain with 
its own prestige, and many people bought 
cleaners because they knew that they 
were being endorsed by their lighting 
company. Advertising their own pres- 
tige in the background of everything 
they sell is a thing that many central 
stations do not think to do, yet it is 
very vital.” 

The manufacturer feels that the tem- 
porary cut in price was justified by the 
results in selling the vacuum-cleaner idea 
in Philadelphia, especially as the regular 
daily sweeper business of the central sta- 
tion has jumped considerably since the 
sale. 

A contributing factor to the remarkable 
success of the campaign is that it was 
but one in a continuous series of monthly 
special-appliance campaigns. The Phila- 
delphia people have been trained to look 
for such sales and are quickly responsive. 
Furthermore, the customers at any sale 
form the nucleus of a valuable prospect 
list for subsequent sales. 

The Philadelphia company’s Electric 
Shop is conducted on a strictly merchan- 
dising basis—everything is sold at a 
profit. In 1914, the appliance business 
of the company totaled $100,000, of 
which $80,000 was produced in the Elec- 
tric Shop, and $20,000 by the district 
offices. The 1914 business showed an 
increase of 45 per cent over that of 1913. 
So far, in 1915, the figures are almost 
double those of the corresponding months 
of last year, and they will be better still 


when the April returns are all in, since 
the heaviest part of the sweeper selling 
was done during the closing days of the 
‘ampaign. The foregoing figures are 
germane to this article because they in- 
dicate that the day-by-day appliance 


IF IT ISN'T ELECTRIC 
w fTESN?T MODERN 


Central-station Window on Last Day of Sale 


policy of the company makes for con- 
tinuous success. If this were not so, it 
never would have been possible to sell 
862 vacuum cleaners in a single month’s 
drive. 


Edison News Service 


How L. D. Gibbs Sends Informative 
Items to the Boston Papers 

HE Boston Edison Company 
established a “‘news service” through 
which items of interest are constantly 
being brought to the attention of the 
papers of that city and vicinity. Timely 
subjects of public interest are included 
in this service, the items being offered 
in the form of typewritten bulletins, 
bearing the following notice at the head: 
“The following items are sent you by 
The Edison Electric Illuminating Com- 
pany of Boston because of their possible 
value as matters of interest to your 
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this ELECTRIC SWEEPE 


May, 


readers, and not as paid reading n 

“Any further information conce: ing 
the facts referred to here, or any «her 
data that can be used will be furn)-hed 
willingly upon request. Any available 
photographs or cuts will also be sup) lied 
gratis when desired. 39 Boylston St., 
Phone Oxford 3300. L. D. Gibbs, Sipt. 
Advertising Dept.” 

A characteristic item was one headed 
“Stale Toast Spoils Good Nature” which 
was sent out to the rural papers at the 
time the company was advertising a 
special sale of electric toasters. The 
item is reproduced here, not only to show 
what kind of free “write-ups” are accept- 
able to many newspapers outside of the 
metropolitan districts, but also as an 
excellent example of descriptive publicity 
writing. 

“Few people ever knew, until a few years ago, what real 
good, fresh, crisp toast was like. nce in a while, some 
particularly ambitious person would stand over the kitchen 
range, armed with fork and bread, and get crisp toast by 
taking a lid off the stove. Even then it lost its flavor unless 
that person was quick to apply the butter and eat the toast 
out of hand. 

“Even sick people couldn’t enjoy the luxury of fresh 
toast, because it had to be made in the kitchen, buttered 
and carried upstairs, and by that time it had lost much of 
its. savoriness. 

“‘Nowadays, however, people can have their fresh, crisp 
toast, golden-brown and hot, right on the breakfast table, 
because they can make it on the electric toaster. This is 
only one of the many things that can be done electrically, 
when and where you want it. ; : 

“To sit down to the breakfast table with a bubbling 
coffee percolator on one side at milady’s elbow and the 
convenient little electric toaster immediately at hand for 
supervision by milord, or some of the juveniles of the 
family, is a delightful experience in convenience and com- 


fort, as well as in the enjoyment of good food which no 
up-to-date family should be deprived of.” 


Service That Pleases 

HE Scranton Electric Company has 

found that many of its customers, 
otherwise committed to electric illumi- 
nation, prefer gas to read by, because they 
say that they can get closer to the gas 
lights than to electric lights as ordinarily 
installed. In order to offset this argu- 
ment, the central station sales depart- 
ment now sends two women demon- 
strators to the homes of customers with 
an inexpensive lamp and shade which can 
he lowered to the reading table from the 
ordinary ceiling fixture by means of a ball 
and cord. Many of the company’s 
customers have expressed themselves as 
pleased by this new evidence of thoughtful 
central-station service. The two women 
demonstrators lately took a can of 
luminous paint and a brush on their 
rounds, applying the mixture free gratis 
about the switches and fixtures, thus 
making it easy to locate them in the dark. 
This was still another little service help 
that counted considerably in the central 
station’s favor. 


Frank Tait Advances 

About July Ist, Frank M. Tait, presi- 
dent of the Dayton Power & Light Com- 
pany, will remove to New York, and be- 
come closely identified with the Bray 
interests at 54 Wall Street. Mr. Tait 
is ex-president of the Ohio Electric Li. it 
Association and the National Elec! ric 
Light Association, and is widely known 
as an operator of public utility propert':s. 
He will retain his interest in the Day! on 
company and continue to act as ‘Ss 
president. 
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THE N. E. L. A. CONVENTION 


HE Pacific Coast will be, this year, 

the scene of the convention of the 

National Electric Light Associa- 
tion for the second time in the thirty- 
eight years of convention history; also, 
it is worth noting, for the second time 
in the last four years. 

Secretary T. C. Martin has been 
quoted as saying that some 3,000 dele- 
gates will take the trip across the conti- 
nent. Although 5,000 is about a normal 
N. E. L. A. convention attendance at 
this stage of electrical development, a 
gathering of 3,000 representative elec- 
trical men at the Panama-Pacific Ex- 
position for a June week will be really 
remarkable. It will be remarkable be- 
cause, in the case of most Eastern dele- 
gates, it will mean nearly a month spent 
en route and at the fair at a time when 
wholesale retrenchments in the industry 
and the present temper of business men 
is all against so formidable an under- 
taking. 

However, although the thirty-eighth 
convention will undoubtedly be handi- 
capped by dimished attendance from the 
East, there will be many compensations. 
The representation from the Far West, 
necessarily limited at so many other 
conventions, should be a banner one. 
And Eastern central-station men fortun- 
ate enough to be in a position to make 
the trip, will see that the Pacific Coast 
people learned at Seattle in 1912 how to 
care for a convention crowd. Better 
yet, they are bound to profit by the 
first-hand contact with the visions, the 
enthusiasms, of the Far West at a time 
when all business is just recovering from 
its pessimistic note. 

The trip across the continent will be 
through a land of scenic miracles and into 
California, the natural playground of 
America. In the city of San Francisco 
and environs, and within the boundaries 
of the Exposition itself, there will be 
plenty to lure the delegates away from 
the serious purpose of the Convention. 
Yet too much has been gained in this 
direction already to permit of any back- 
sliding. Last year, at Philadelphia, the 
meetings of the Commercial Section were 
placed on a real efficiency basis by means 
of fewer, better papers and _ limited 
discussions. In fact, so much was gained 
by keeping the discussions to the point 
that it is to be hoped that the good work 
will be continued this year. 

While, recently, business in all branches 
of the industry has been seriously handi- 
‘apped by adverse financial conditions, 
the N. E. L. A., itself, has continued to 
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make steady progress through the year 
and to develop in many useful directions. 


HE admission of the Panama Canal 

to membership, without solicitation 
on our part, is one of the best indications 
of the marvelous growth of the National 
Electric Light Association,” says President 
Scott, commenting upon the fact that the 
Panama Canal was about to become a 
member and will be represented at the 
convention by Governor G. W. Goethals, 
or one of his assistants. 

“From a small gathering of central- 
station men at Chicago in 1885, represent- 
ing an investment of but $50,000,000, 
the association has grown to a member- 
ship of more than 13,000, with a total 





Holton H. Scott, President N. E.L. A. 


gross annual business of %450,000,000 
and a capitalization of three billion 
dollars, or 90 per cent of the electrical 
industry. 

“Tt is now the largest body of its kind 
in the world, including as it does all the 
central-station cities of more than 10,000 
population in the United States and 
Canada, and 60 organizations from such 
foreign countries as England, Germany, 
Italy, Brazil, Argentina, South Africa, 
New Zealand, Japan, Mexico, and Vic- 
toria and New South Wales in Australia. 

“Electrical progress has been marked 
by the forward movement of the National 
Electric Light Association. For instance, 
there was nothing equitable about rates 
before 1898 when this association first 
took up the subject, but by its scientific 
handling of rates it has greatly benefited 
the public. The greatest development 
of the Association’s work, however, has 


been during the last five years. This was 
a direct result of the formation about 1908 
of geographical sections, such as New 
England, the Northwest and the South- 
ast, with five states in each, these 
sections holding their own conventions 
annually. Also individual states such 
as Iowa, Nebraska, New York, Michigan 
and Mississippi pursue the same plan. 
The association is also affiliated with 
the Canadian association, representing 
the electrical industry of the Dominion 
from Halifax to Vancouver. 

“The far-reaching importance of the 
national association is indicated by the 
division of the work into four sections 
general, accounting, commercial and tech- 
nical. At each annual gathering these 
sections hold parallel meetings at which 
committees report the result of the last 
year’s work. The value of the con- 
ventions’ work is shown by the fact that 
public-service commissions generally have 
adopted as standards the reports of the 
National Electric Light Association on 
overhead line distribution, street light- 
ing, meters and lamps. 

“Realizing the necessity for complete 
and increasing instruction in electrical. 
science, a committee of ten has charge of 
recommendations to universities regard- 
ing electrical-engineering courses. This 
committee impresses upon the educa- 
tional authorities the real problems that 
constantly confront the central-station 
people. The success of this missionary 
work is amply demonstrated by results. 
Fifteen vears ago most electrical-engineer- 
ing graduates went into manufacturing; 
now fifty per cent are in central-station 
work. The electrical central-stations 
need 10,000 bright young men each year 
to continue their work. 

“One of the chief aims of the National 
Electric Light Association is the education 
of the employee, and the central stations 
voluntarily increased their dues in order 
to get instructive literature before their 
workers. This is materially assisted 
by a lecture system in which leading men 
in the electrical industry donate their 
time and experience by appearing before 
the different sections. 

“All this appears purely commercial, 
perhaps, but the association has gone 
further, and its humanitarian endeavors 
cover a large field and enlist powerful 
cooperation. For instance, the resuscita- 
tion committee worked with members of 
the American Medical Association in 
compiling a series of rules that would 
assist the public in emergency, as well as 
electrical workers. These rules were 
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SAN FRANCISCO, JUNE 7-11 





General, Executive, Technical, Commercial, Accounting, Hydro-Electric and Public Sessions 








TUESDAY, 10 A. M. 
First General Session 

1—Welcome to the City, Mayor Rolph; 2—Welcome to the 
Coast, John A. Britton; 8—Address of President Scott; 4—An- 
nouncements; 5—Report of Committee on Organization of the 
Industry, Geo. Williams; 6—Report of Secretary, T. C. Martin; 
7—Report of Insurance Expert, W. H. Blood, Jr.; 8—Report of 
Committee on Progress, T. C. Martin; 9—Report on Question Bor, 
S. A. Sewall; 10—Report of Committee on Education, J. F. Gilchrist; 
11—Paper, Revivals, Paul Liipke. 


TUESDAY, 2:30 P. M. 
First Technical Session 
1—Report of Committee on Meters, C. G. Durfee; 2—Report 
of Committee on Electrical Apparatus, L. L. Elden; 3—Report of 
Committee on Grounding Secondaries, Paul Spencer; 4—Paper: 
A pplication of the Diversity Factor, H. B. Gear; 5—Address: Features 
of the Lighting of the Panama-Pacific Exposition, W. D’A. Ryan. 


TUESDAY, 2:30 P. M. 

First Accounting Session 

1—Chairman’s Address, H. M. Edwards; 2—Report of the 
Library Committee, E. J. Allegaert; 3—Report of the Question Boz 
Committee, E. C. Scobell; 4—Report of the Committee on N. E. L. 
A. Uniform System of Accounts, J. L. Bailey; 5—Paper: Some 
Opportunities of Public Utility Accountants, L. H. Reynolds, Auditor, 
California Railroad Commission. 


TUESDAY, 2:30 P. M. 
First Commercial Session 


1—Chairman’s Address and (2) Report of Committee on 
Foreign Relations, Douglass Burnett; 3—Report of Commercial 
Section Finance Committee, J. F. Becker; 4—Report of Member- 
ship Committee, J. G. Learned; 5—Report of Publications Com- 
mittee, E. A. Edkins and (5a) Report of Sub-Committee on Sales- 
man’s Handbook, C. J. Russell; 6—Report of Committee on Educa- 
tion of Salesmen, F. R. Jenkins; 7—Report of Committee on Com- 
mercial Department Terminology, M. E. Turner. 


WEDNESDAY, 10 A. M. 

First Hydro-Electric and Second Technical Session 

1—Address of Chairman of Hydro-Electric Committee, M. R. 
Bump; 2—Report of Committee on Hydro-Electric and Trans- 
mission Progress, T. C. Martin; 3—Report of Committee on Prime 
Movers, I. E. Moultrop; 4—Paper: Practice in High- Head 
Hydraulic Plants, J. P. Jollyman; 5—Paper: Analysis of Governor 
Effort, E. D. Searing: 6—Paper: Oil Burning Standby Plants, C. H. 
Delany; 7—Paper: Water Power Development on the Pacific Coast, 
P. M. Downing. 


WEDNESDAY, 10 A. M. 
Second Commercial Session 
1—Address: CC. C. Moore, President Panama-Pacific Exposi- 
tion; 2—Report of Power Sales Committee on Typical Power 
Sales Development in the West, J. H. McDougal; 3—Report of 
Committee on Merchandising and Recent Development of Elec- 
tric Appliances, R. R. Young. 
WEDNESDAY, 10 A. M. 
Second Accounting Session 
1—Paper: Workmen's Compensation Insurance, R. J. Sullivan, 
secretary Travelers’ Insurance Co.; 2—Paper: Electric Vehicle 
Cost Accounting, W. P. Kennedy; 3—Paper: Standardizing the 
Accounts of the Pacific Gas and Electric Co., M. H. Bridges; 4 


Paper: Record of Property or Construction Expenditures, P. R. 
Ferguson. 


WEDNESDAY, 12:30 P. M. 
Brief Executive Session 





WEDNESDAY, 2:30 P. M. 
Third Commercial Session 


1—Report of Lamp Committee, F. W. Smith; 2—Report of 
Committee on Wiring of Existing Buildings, R. S. Hale. 


WEDNESDAY, 2:30 P. M. 
Second Hydro-Electric and Third Technical Session 


1—Report of Committee on Overhead Line Construction, 
Thos. Sproule; 2—Paper: Overhead Line Construction on _ the 
Coast, T. C. Martin; 3—Report of Hydro-Electric Sub-Committee 
on High-Tension Transmission and Construction, R. J. McCelland; 
4—Report of Hydro-Electric Sub-Committee on High-Tension 
Apparatus, W. N. Ryerson; 5—Report of Hydro-Electric Sub- 
Committee on Main Line Electrification of Railroads, B. F. Wood 


THURSDAY, 10 A. M. 
Third Accounting Session 


1—Report of Committee on Cost Accounting, J. H. Gulick; 
2—Paper: Analysis of Costs by an Electricity Supply Company 
for Rate-Making Purposes, A. D. Spencer and R. W. Symes; 3— 
Paper: Analytical Accounting for Central-Station Purposes, O. B. 
Coldwell; 4—Presentation and Adoption of New Accounting 
Section By-Laws; 5—-Report of the Nominating Committee; 6— 
Installation of Section Officers; 7—Adjournment. 


THURSDAY, 10 A. M. 
Fourth Commercial Session 


1—Report of Rate Research Committee, R. S. Hale; 2—Report 
of Power Sales. Bureau of the Commercial Section, C. J. Russell; 
3—Paper: The Commercial Application of Resistance Furnaces, 
C. W. Bartlett; 4—Paper: A Stassano Furnace Installation at 
Redondo, Cal., W. M. McKnight; 5—Paper: Electric Furnace 
Power Loads, F. T. Snyder; 6—Paper: Charges for Electric Welding 
Service, C. K. Nichols. 


THURSDAY, 10 A. M. 
Fourth Technical Session 


1—Report of Committee on Terminology, A. S. McAllister; 
2—Report of Committee on Street Lighting, J. W. Lieb; 3—Report 
of Committee on Underground Construction, P. Torchio; 4— 
Timber Preservation, R. A. Griffin; 5—Report of Committee on 
Accident Prevention, M. J. Insull; 7—Paper: Opportunities of 
the Public Service Companies in General Accident Prevention, C. B. 
Scott; 8—Adjournment. 


THURSDAY, 8:45 P. M. 
Public Policy Meeting 
1—Reading Report of the Public Policy Committee, W. W. 
Freeman; 2—Address: Public Service Commission Relationships, 
John H. Roemer, ex-member Wisconsin Railroad Commission. 


FRIDAY, 10 A. M. 
Fifth Commercial Session 


1—Report of Committee on Power Sales Methods: Demon- 
stration of a Power Sale, C. H. Stevens; 2—Completion of Un- 
finished Business; 3—Report of Section Nominating Committee; 
4—Election of Section Officers; 5—Adjournment. 


FRIDAY, 10 A. M. 
Second General and Executive Sessions 


1—Report of Committee on Company Sections, F. J. Arnold; 
2—Paper: Company Section Work, D. C. Bruce; 3—Paper: The 
Electric Vehicle and the Central Station, J. F. Gilchrist and A. J. 
Marshall; 4—Address: Electrical Prosperity Week, J. M. Wake- 
man; 5—Report of Committee on Doherty and Billings Prizes for 
Company Section Papers, P. Liipke; 6—Report of the Committee 
on Memorials, T. C. Martin; 7—Report of Committee on President’s 
Address; 8—Report of Committee on Resolutions; 9—Report of 
Nominating Committee; 10—Election of Officers; 11—Adjournment. 
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aiopted by the United States Govern- 
ment, and also by Chile and Italy, and 
hove been translated into every known 
tongue. 

‘Along the same line, the accident 
prevention committee worked in con- 
junction with the United States govern- 
ment officials, and the result is found 
in standard rules for safety that have 
met with universal commendation and 
adoption. 

“In conjunction with federal officials, 
successive committees of the association 
have evolved practical use of electricity 
for the farm. Pumping, irrigation and 
drainage are among the agricultural 
problems that electricity is aiding to 
solve. But most wonderful of all, per- 
haps, is the stimulation of crops that is 
being done by electric current. Through 
a series of extensive experiments it has 
been indubitably demonstrated that elec- 
tricity will furnish a needed intensifica- 
tion of crops under certain adverse con- 
ditions. The result, of course, is the 
addition of many millions’ value to 
America’s agricultural products. 

“Public policy is a strong feature of the 
electrical industry and probably no other 
corportions have produced such a per- 
fect system of annuities, long-service 
pensions, sick relief and savings funds, 
and profit-sharing and _ stock-holding 
plans for their employees. The National 
Electric Light Association was the first 
body of its kind to promulgate such 
plans, and its success has led to their 
adoption by many other industries.” 


ECRETARY T. C. Martin, who 

recently made a trip toSan Francisco 
to complete arrangements for the con- 
vention, has this to say regarding the 
electrical illumination: 

“The Pan-American exposition at 
Buffalo in 1901 was then well termed the 
‘electric city.” At Buffalo the buildings 
were outlined by incandescent lights, 
and we naturally thought the limit had 
been reached. It had at that time. 
At San Francisco there is an absolute 
absence of glare, the wonderful illumina- 
tion comes from concealed sources, and 
there is nothing for the visitor to do but 
actually rest his eyes with lighting 
effects as soft as the crimson shade on 
his library reading-lamp, while light 
and shade are depicted in colors as if 
done on canvas by a master hand. 
The old scheme of outline illumination 
was to make the buildings a background; 
the new plan of ‘flood lighting’ from 
masked arc lights is to put them in the 
foreground and utilize darkness as a 
background to accentuate the buildings’ 
beauties. 

“The aurora borealis of the polar seas 
has long stood as nature’s challenge to 
man in the line of wonderful illumination. 
The Panama-Pacific exposition has out- 
done it with its scintillator—an additional 
source of light—comprising more than 
2,600,000,000 projected candle power 
‘rom a huge bank of searchlights at the 
water front. This aurora reaches from 
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the Golden Gate to Sausalito across the 
Bay of San Francisco, and the effect of 
the illumination extends for miles around. 

“The scintillator can regulate its beams, 
and *produces Scotch plaids and weird 
effects called the ‘ghost dance’ and the 
‘spooks parade.” These are fireless fire- 
works and every atmospheric phase is 
used. The famous San Francisco fog 
is seized as a background for reproduc- 





T. C. Martin, Secretary N. E. L. A. 


tions, by light, of express trains, artillery 
fire, flags of all nations and other effects 
to the number of 300. When the fog 
fails, man again comes to the rescue and 
installs a huge railway locomotive to 
furnish with steam and smoke a back- 
ground for his electric gambols. 

‘*But, after all, it is the buildings, them- 
selves, that best demonstrate the ad- 
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vancement in the electrical art. The 
‘Zone, the amusement center akin to 
the ‘Midway’ of the Chicago-Columbian 
exposition, retains the old-style glaring 
illumination. The contrast between it 
and the fair proper, therefore, will be 
the best illustration of the beauties of 
indirect lighting. 

“First and foremost among the Expo 
sition Buildings is the Tower of Jewels, 
435 feet in height. This structure rises 
in terraces which are decorated with 
statuary and the whole is bespangled 
with jewels. The latter are the happy 
idea of W. D’Arcy Ryan, chief of illumina- 
tion, and consist of cut-glass of relatively 
high index of refraction, secured from 
Bohemia. The colors range through the 
entire spectrum, from the palest violet 
to the deepest red. There are 102,000 
of these ‘Novagems,’ or ‘exposition 
jewels,’ on the tower, outlining it and 
also being massed in the shape of shields 
and medallions. The jewels are so hung 
that they receive the rising light from the 
searchlights and refract it back into the 
courts, each ‘novagem’ having a small 
mirror behind it. 

“From all sides of the tower immense 
projectors throw their powerful lights 
upon the jewels which the mirrors flash 
back with the addition of the tints, 
producing a prismatic effect never before 
achieved. 

*“*As an indication of the thought that 
has been devoted to bringing out the 
beauties of the exposition by illumination, 
take the statuary. In general, all statu- 
ary is lighted from two directions, one a 
clear strong light, the other weaker 
colored, producing a luminous shadow, 
but bringing out clearly the modeling 
and decorations. 
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“New Business” Time 


This illustration appears in the G-E advertise- 
ment in the May issue of Good Housekeeping. 


Now is the time to push G-E Heating Devices 
when women all agree that cooking and ironing 
should be done the cool, comfortable, cleanly, 
easy way. 


Another advertisement follows in June in the 
same magazine on G-E Electrical Gifts for the 
bride and graduate—featuring the all nickel toaster 
and the Uni-Set which is reduced in retail price 
from $22 to $18. 


The “What shall I give her” question is already 
answered in the choice of the many appropriate, 


useful and appreciable G-E Electrical Heating De- 
vices. 


Start your advertising along these lines with 
the next window trim. There is plenty of “new 
business” for you this summer. 


The G-E Guarantee on,‘ 
the big red and{white tag attached 
to.each iron is the hall-mark of flat- 
iromquality. It islalso the guarantee 
© excellence on any heating appli- 
ancejor any other product of the 
General Electric Company. , 


( ‘ : 


General Electric Company 


General Office 


Schenectady, N.Y. 


Sales Offices in All Large Cities 


aR 


This Trade Mark The Guarantee of Exeellenee on Goods Electrical. 
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‘Each building has its individual 
sclieme with some feature that singles 
it apart fram the others. For instance, 
there is the Court:of Abundance, which 
contains a great central basin. At one 
end is an 18-foot illuminated glass globe, 
representing the earth turning on its 
axis in the midst of slowly rising steam. 
At the opposite end a huge disc of glass 
represents the sun setting at the water’s 
edge. 

“A wonderful color-melting effect is 
found in the Horticultural Hall on which 
is a dome of glass and steel 186 feet in 
height with a diameter of 154 feet at the 
base. By means of rotating screens and 
12 electric projectors of 25,000,000 candle- 
power the spectator sees, for instance, 
a blue plate encroaching upon the yellow, 
producing a greenish tinge and gradually 
becoming-green as the two plates merge, 
and so on, according to the colors. Six 
colors are thrown upward through the 
lens plate in the space of one minute. 

“The average spectator is content 
with admiring the beauty of the whole 
thing, the artist marvels at the adapta- 
tion of science in a manner that outdoes 
nature, while every man in the electrical 
world applauds the triumph of his pro- 
fession and forsees the beneficial effect 
the display will have on every part of the 
world that uses electric illumination.” 


N the eveof the N. E. L. A. Conven- 

tion, Thomas A. Edison has been 
persuaded to deliver some interesting 
opinions on electrical subjects. Regard- 
ing outdoor lighting he says: “‘I believe 
that ultimately the authorities of cities 
and central-station companies will settle 
down to street lighting entirely by in- 
candescent lamps. The whole tendency, 
as I study it, seems to be that way. Big 
arc lamps were first in the field and had 
their way, but you will note that none 
of the great electrical inventors who stood 
behind them have anything more to say 
or do in that field. In the incandescent- 
lamp field, the march of progress is 
energetically maintained and some of the 
latest tungsten lamps with nitrogen- 
filled bulbs would light a baseball game 
easily. The bad thing with the are 
lights is that they are too widely sepa- 
rated and too intense at the spot. The 
only way, in my opinion, to get proper 
and even distribution is to space your 
lamps in smaller units more frequently 
and get uniform distribution over every 
foot of street. It will take time and 
money to make the change, but it is 
coming. I tried it out years ago under 
adverse conditions, but now in all the 
larger cities, the circumstances are favor- 
able for more uniform and efficient street- 
lighting.” 

Criticizing the tendency of central- 
station men to talk of rates in scientific 
electrical terms, Edison says: ‘You 
should use homely terms, like lifting 
weights or water running up hill and 
down. So far, electrical men have gener- 
ally been poor business men in these 
respects, and business men coming into 
the field have been poor electrical heads. 
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The combination of the required talent 
will probably remain rare. Anyhow, 
when you want to appeal to the public, 
don’t try to explain electricity by using 
electrical terms, but always use familiar 
analogies. Express yourself in terms of 
electric washers and vacuum cleaners, 
in the effort saved to the woman of the 
house, for neither she nor her husband 
has any more intelligent idea of the 
kilowatt hour than they have of the 
transit of Venus.” 

Alluding to the subject of electric 
rates for current: ‘The public does not 
realize what an enormous reduction has 
gone on in the last few years. Electrici- 
ty is about the only thing that has gone 
down in price, and the public has so far 
had the benefit of all the inventions and 
improvements in this way. But there 
is always a limit to which rates can be 





Thos. A. Edison 


cut, and the capital needed for growth 
and service must be invited by fair 
returns. The rate question is not well 
understood, however, and here again is a 
chance for simple explanation to the 
plain people. Horizontal rates are worth- 
less because unfair. It is absurd to give 
a man who only pays a monthly bill of 
two dollars the same rate as one whose 
bill is a thousand dollars.” 

Edison was positive that the day of 
the “‘jitney” would be brief, and that 
street railways had little cause for fear. 
“A five-cent ‘jitney’ fare will never pay 
for tires and repairs,” he points out. 
“You can’t run an auto all day on aver- 
age receipts of $2 to $5 or even $10. 
Besides, such dangerous traffic must be 
closely regulated. 

“But when you come to the electric 
vehicle for general use, and more par- 
ticularly the electric truck, I see no end 
to their future. The horse is a very poor 
motor, its food is higher-priced than ever, 
it is risky property, and nobody now 
wants it in the city. As to the gasoline 
truck, I do not think it can compete with 
the electric, whose motor has only one 
moving part, while the gas motor has 
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four hundred with 
depreciation. You can’t find a 
truck, I guess, that is five vears of age. 
It is as sure as death that the electric 
truck is going to have its day soon and 
electrical men should help set the ball 


all the consequent 


gas 


rolling. It takes time to introduce such 
things. When I helped make the first 


typewriters a long time ago, it took seven 
years to get the machine introduced 
seven long years before you saw any of 
them in an office anywhere. Then it 
went in with a rush everywhere. 
“Electricity in farming is one of our 
great coming developments. Something 
is being done, but that branch of our 
industry is still in a state of incipiency. 
In many parts of the country we have got 
to come to intensive farming in regions 
like Illinois and Indiana, and it will be 
done by electricity from big central 
distributing-plants with circuits all over 
the state. In Illinois there are now some 
three or four hundred farm towns not 
using electricity, and they all ought to 
have it, each with its little substation, 


attached, if you like, to the village 
grocery or the local drug store. The 


whole service can be handled inexpen- 
sively. In Germany they do it. I 
noticed in many sections that nearly 
every farm had electric poles, and elec- 
tricity is a feature of the intensive farm- 
ing that has put the country in the fore- 
front of agriculture and hard to ‘starve 
out.’ Ploughing by electricity is an 
everyday matter there. I am glad to 
note that some of our own farmers have 
begun to thresh by electric motor.” 

Edison thought that chemistry would 
become a great domain for electrical 
development. “‘Electro-chemistry is at 
a stage where it has to go to the water 
powers, and has not reached the point 
where the surplus current of steam cen- 
tral-stations can be used, except in a few 
special cases. There will, however, be 
many new reactions discovered where the 
very cheap power will not be so necessary, 
and such new industries can be started 
to absorb the spare power of central 
stations during the eight or ten hours 
daily when they are not busy and when, 
therefore, the station investment is 
practically idle. At the very outset of 
my electric-lighting work, I had my 
eye on that field for my central stations, 
especially as the electric motor had not 
come along at that time to provide them 
with a daylight business.” 

Edison spoke highly of water-power 
development and foresaw its early com- 
plete utilization if encouraged, with 
resultant saving in fuel. “But as_ to 
electricity direct from coal there is now 
nothing doing. It is a most tempting 
problem and my mind often turns to it, 
but as you see, I am not loafing just at 
the moment. Then, unhappily, there 
is the absolute certainty that under our 
present patent law and its administration 
the poor devil of an inventor would 
never receive any reward for it. I have 
never made anything out of inventing. 
The money that keeps all those men busy 
out there, I got by manufacturing, and 
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I have long ceased to expect anything 
else. I suppose I invent as much as 
ever, but the pathway to the Patent 
Office isn’t quite so hot with my foot- 
steps as it used to be.” 


Registration 

HE Registration Bureau is located 

in the Grant Building, Seventh and 
Market Streets, San Francisco, and all 
communications regarding registration 
and hotel accommodations should be so 
addressed. The method of registering 
delegates will be practically the same 
as in previous years. A_ registration 
circular, with white and colored registra- 
tion cards attached, has been mailed to 
every member of the association. It 
gives complete information about register- 
ing. F. H. Varney, of the Registration 
Bureau, urges the importance of early 
advance registration, since it will allow 
time for proper handling of all the details 
of the work, and since a beautiful guide- 
book to San Francisco and environs is 
being mailed to every delegate who 
registers early. Registration day at the 
convention, itself, will be Monday, June 


_ 


i. 


Hotel Accommodations 


HE stranger delegate at the Golden 

Gate will find the map on page 105 
a convenient guide to his two most im- 
portant destinations—convention head- 
quarters and hotel. As will be noted, 
the hotels are designated by number on 
the map. The list is as follows: Palace, 
St. Francis, Fairmont, Clift, Chancellor, 
Stewart, with connection to King George, 
Bellevue, Plaza, Wiltshire, Sussex, Cart- 
wright, Granada. All these hotels were 
carefully selected by the Convention 
Hotel Committee, and are within five 
minutes of the Native Sons of the Golden 
West Building where the sessions will 
be held. Obviously, hotel reservations 
should be made early. The chairman 
of the hotel committee is F. H. Varney, 
Grant Building, Seventh and Market 
Streets, San Francisco. 


Transportation Arrangements 


R. George W. Elliott, master of 

transportation, has reported the 
completion of arrangements for a number 
of Special Trains noted below. 

Tour A—Red Special: Leaving New 
York (Grand Central Terminal) May 
24th, stopping for passengers at Albany 
(to receive Boston and New England 
passengers), Utica, Syracuse, Rochester, 
Buffalo and Cleveland; thence to Chicago, 
and from there to Keokuk to visit the im- 
mense hydro-electric plant of the Missis- 
sippi River PowerCo.;from there to Kan- 
sas City and then over the Santa Fe R. R., 
stopping at the Indian Museum at 
Albuquerque, N. M.; at the Grand 
Canyon of Arizona, at Riverside, Cal., 
and thence to San Diego, Cal., for a halt 
of two days to visit the Panama-Cali- 
fornia Exposition and to rest at Coronado 
Beach. The Special will then proceed 
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to Los Angeles and Pasadena. The 
latter spot will be the headquarters for 
two days. The ride to the center of Los 
Angeles from Pasadena occupies only 
twenty-five minutes, and the many 
beautiful points of interest in and around 
these two cities will be visited during the 
stay. The tour will then be continued 
up from Pasadena to Yosemite National 
Park for a two-day visit. The hydro- 
electric plant known as the Big Creek 
development of the Pacific Light and 
Power Corporation, of Los Angeles, 
is located at Cascada, and for those 
desiring to inspect this immense piece of 
engineering it is necessary to change at 
Fresno on this route and journey to El 
Prado (18 miles), and from El Prado to 
Cascada (56 miles); time consumed, 
seven and one-half hours going up this 
distance. Those making this trip will 








Douglass Burnett, Chairman Commercial 
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either miss seeing Yosemite Valley or 
leave Los Angeles ahead of the special 


train. After the visit to Yosemite the 
Special moves up to San Francisco, 


arriving on the morning of June 5th. 

After the stay of one week in San 
Francisco, the Special will travel over the 
world-famous Shasta Route to Portland, 
Ore., and Seattle, Wash. From Seattle 
the party will go by steamer to Van- 
couver, B. C., making a short stay at 
Victoria, and from Vancouver the party 
will return over the wonderful scenic 
route of the Canadian Rockies to Chicago 
and back to New York. Time, including 
stay at San Francisco, thirty days. 

Tour B—Green Special: Will start 
from Chicago, May 25th, and follow the 
same route. as the Red Special to San 
Francisco. The two train contingents 
will be together at all the important stops 
and will be like one party until San 
Francisco is reached. This train will 


‘leave San Francised June 13th, and will 


return by a different route from that of 
Tour A (Red Special). This tour B 
will make its first stop at Lake Tahoe, 
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and will then include the great hy: :o- 
electric system of the Pacific Gas & 
Electric Co. at Lake Spaulding. ‘jhe 
party will be conveyed there by au! o- 
mobile, and from Lake Spaulding \ jl] 
go over the famous scenic boulevard to 
Lake Tahoe, one of the most beauti!u] 
lakes on the continent. The party wil] 
then journey to Yellowstone National 
Park, entering at the Yellowstone gate- 
way June 16th for a four-days’ trip 
through this Reservation. After leaving 
Yellowstone, stops will be made, re- 
turning, at Salt Lake City, Glenwood 
Springs, Col., and then through the 
Royal Gorge to Colorado Springs, Denver, 
and back to Chicago. Time, including 
stay at San Francisco, thirty days. 

Tour C—Blue Special: This train 
will be an especially fast run for the 
convenience of those who cannot partici- 
pate in the earlier tours. It will leave 
Chicago June 4th and reach San Francisco 
on the morning of June 7th. Passengers 
from New York will leave on the evening 
of June 3d. This will be a going trip 
only, but those using this train desiring 
to join any of the circular tours return- 
ing, may do so by specifying the return- 
ing route when arranging for transporta- 
tion westward, provided sufficient notice 
is given in order to insure accommodations 
on the returning tour. 

Tour D—Pink Special: This train 
will leave New York (Pennsylvania 
Terminal) June 2d and will stop to 
receive passengers at Newark, Philadel- 
phia, Harrisburg (for Baltimore and 
Washington travel), Pittsburgh, Colum- 
bus (Cincinnati connection), Indianapolis, 
and St. Louis and Kansas City; thence 
to Denver, Colorado Springs and through 
the Royal Gorge to Salt Lake City. 
This tour, while not making stops of any 
length at these different places, gives 
some of the most beautiful scenery on 
the continent and will still maintain a 
safe and fairly fast schedule. The first 
stop over will be at Lake Tahoe, Cal., 
to visit not only this beautiful spot, but 
also the hydro-electric system of the 
Pacific Gas & Electric Co. at Lake 
Spaulding. The entire party will be 
conveyed to Lake Spaulding over the 
scenic boulevard by automobile, return- 
ing to the train and reaching San Fran- 
cisco early on the morning of June 7th. 
This train will leave San Francisco on 
Saturday evening, June 12th, and proceed 
up over the Shasta Route to Portland, 
thence to Spokane, and from there to 
Yellowstone National Park, entering 
at the Gardner gateway for a complete 
tour of the Park, and returning out 
through the Gardner entrance, back to 
the eastern destinations. Time, includ- 
ing stay in San Francisco, twenty-three 
days. Any members who may not be 
able to join the special trains, and find 
it necessary to travel individually, can 
buy their tickets at any ticket office 
throughout the country and obtain th« 
reduced fares granted on account of th« 
Panama-Pacific Exposition by the re 
spective railroads. 
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Cost of Tour 

The cost of the tour, based on the “‘all- 
expense” plan, and including everything 
except the stay in San Francisco, will 
be: $323 from New York, Philadelphia, 
Baltimore, Washington, Harrisburg, 
Pittsburgh, and all intermediate points; 
Columbus, $291.55; Cincinnati (via 
Columbus) $291.55; Indianapolis, $284.- 
70; Louisville, $285.50; St. Louis, $279.70. 


Convention Headquarters 

HE meetings of the Convention will 

be held in the new building of the 
Native Sons of the Golden West, 414 
Mason Street, San Francisco. This is 
within half a block of the Hotel St. 
Francis, where the opening reception will 
be held. The main auditorium of the 
building will seat 1400 people, and the 
social hall of the same building, in which 
the Commercial Section will conduct 
its meetings, holds 750. Smaller meet- 
ing rooms are available for the sessions 
of the Accounting and other sections, 
while ample facilities are available for 
the entertainment committee, transpor- 
tation committee, registration bureau, 
ete. 


Invitation from Tucker 

Delegates to the San Francisco Con- 
vention of the National Electric Light 
Association have been invited by J. E. 
Tucker, general manager of Greenwood 
Advertising Company (Western), to stop 
at Los Angeles to view the transformation 
which has been wrought in the sign and 
display lighting of that city. 

Before the opening of the Greenwood 
factory on the Coast, very little sign 
display was to be seen in Los Angeles, 
and what was there was far below the 
standards of progressive eastern cities. 
Due almost entirely to Mr. Tucker’s 
effort, the electrical displays now in 
service are equal or superior to anything 
heretofore attempted. A feature of the 
displays is the combination of signs, 
illuminated marquees, building front 
illumination with type “C” lamps and 
the employment of decorative posts. 
Each of these means of electric display 
is utilized in harmony rather than in 
competition, and some of the results so 
secured are remarkable in their extent and 
beauty. 


Convention Souvenirs 

A brochure, illustrating and describing 
the great power plants of the West, will 
be distributed at the convention. Poster 
stamps have already been supplied to 
prospective delegates in large numbers. 
Some 250,000 convention stickers have 
also been printed for use on National 
Electric Light Association letters, circulars 
and other printed matter, both at head- 
quarters and by various committees. 





Special Lecture Service 
The lecture bureau of the National 
Electric Light Association has been pro- 
vided by A. H. Halloran with a complete 
set of lantern slides of the exposition. 
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Mr. Halloran will give an illustrated 
lecture before any company section 
desirous to avail itself of the opportunity. 
Amusement Program 

PART from the abundant amuse- 

ment features of the “Zone’”’ at the 
exposition, and of the City of San Fran- 
cisco, itself, a number of special enter- 
tainment features have been provided 
by the committee in charge. Lady 
guests will be particularly well cared for. 
For Tuesday, June 8, trips to Mount 
Tamalpais and the Muir Woods, with 
luncheon, have been arranged. On Wed- 
nesday, June 8, which is “Electrical 
Day,” at the exposition, a musicale will 
be given for the ladies at the California 
Counties Building. Tea will be served. 
The Jovian rejuvenation takes place 
Thursday evening, June 8, and will be 
conjoined with a vaudeville show given 
by the Pacific Service N. E. L. A. section. 
On this date, also, an automobile trip 
to Crystal Springs has been arranged for 
the ladies. 

Of course, there will be numerous side 
trips to electric light and power plants. 
Among those well worth visiting is the 
Pacific Gas and Electric Company of 
San Francisco, which is a pioneer in 
hydro-electric development for com- 
mercial purposes, and which stands good 
for 123,740 installed capacity in horse- 
power. This company is really prepared 
to furnish to its consumers a total of 
233,928 hp., since it operates four steam 
plants in addition to its hydro-electric 
system. 

In the northwest, the whole territory 
of south central Washington and north- 
ern Oregon is covered with a network of 
the transmission and distribution lines 
of the Pacific Power and Light Company 
which serves a rural population of over 
100,000. During 1914, the station out- 
put of this company was 42,716,287 
kwh., and the connected load was 27,941 
kw., serving 16,752 customers. ‘This 
central station has done a great work in 
developing the use of electricity on the 
farm. 

The Great Western Power Company 
of California owns vast water rights from 
the Big Meadows district to the famous 
Big Bend. It serves over 16,500 con- 
sumers located in eleven counties in the 
central portion of the state. 

The Portland Railway, Light and 
Power Company has built up a system 
including five water-power plants with 
a combined rated capacity of 43,000 
kw., and five steam-generating plants of 
22,500 kw. capacity, making a total of 
65,500 kw. It has seventeen substations 
serving a population of 305,000 with 
light and power service of all kinds, and 
interurban railway service for its own 
lines and those of four other railway com- 
panies. 

The Southern Sierras Power Company 
has built up a system of hydro-electric 
plants near Bishop, California, which is 
an interesting example of intensive de- 
velopment of water power. 


(Continued on Page 127) 
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Are You Ready for 


Summer Business 
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No. E901, $4.00 *Western Zone, $4.50 
UNIVERSAL Thermo-Cell Iron DeLuxe 


Revised prices put UNIVERSAL Elec- 


tric Irons within the range of every home. 


No. E902, $3.00 ie *Western Zone, $3.25 


UNIVERSAL Iron with Tip-up Stand 


UNIVERSAL 


Electric Irons 








No. E903, $3.00 *Western Zone, $3.25 
A UNIVERSAL Favorite 


There's a UNIVERSAL Iron to suit 


every customer. 
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os 
= 
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No. E9021, $3.75 
UNIVERSAL Tourist’s Iron 


*Western Zone includes the states of Montana, Wyoming, 
Colorado, New Mexico, and all territory lying west of these 


{UNIVERSAL} 
LANDERS, FRARY & CLARK 


New Britain, Conn. 
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IMED that the New Alkaline 
Storage Battery would make the Elec. Eee ee 
tric Vehicle the cheapest means of Street . 
Transportation, but 1 had only my private A New York. Qeceaber 7tn 191 
tests to satisfy me. Today thousands of Edison GaN 
Batteries in thousands of Trucks and Delivery Pes 
. Ey c 
Wagons are making Operating Records that < wien, % eae ay 
are easily investigated by all. After the four : V.P.& Genl kngr. 
= Gentlemen:- 
or five years of hard service that many of 
these vehicles have had, is it possible to deny ee ee 
that my claim is proved? 


ADAMS EXPRESS COMPANY 


© extend from five to 


six years the conditions of je guarantee regarding renew- 
Thomas A. Edison al of positive plate 


HERE IS ONE RECORD—A REPORT—ON << b verage operating cost per battery per month 
22 , : R-OLD EDISON BATTERIES © twenty-two trucks at Indianapolis, equipped with 


. Edison Batteries in foveuber 1909) nd averaging about 660 
COMPARE THESE ; 
EDISON FIGURES 4 4 ae month, is as follows:- 
WITH THE COSTS eee 
OFANYOTHER eee YEAR BATTERY MAINTENANCE CURRENT TOTAL 
KNOWN METHOD “ (Refilling, new solution, (Purchased 
ane OF DELIVERY ug 


watering, cleaning, all by meter) 
f repairs, inspection, etc.) 
rr 


oe ene) : $10.05 $17.62 
r - » ag 8.93 16.44 





9.90 17.41 
8.17 15.13 
9.50 16.17 


total operating cost per battery per 
Write for Bulletins on the use of Edison Batteries for Lighting 


: mon hes, therefore, DB Gis.55)ror & period of five years. 
Country Houses, Ignition and Lighting of Gasoline Cars, Yacht , ? z 
Lighting, Railway Train Lighting and Signaling, Telephone, ’ a this time verage mileage per truck was about Go,000)) 
Telegraph and Wireless and. High-priced or Low-priced Passenger 


Electrics which ret the operatin 
Edison Storage’Battery Company Ti ac talc 
Orange, New Jersey 


r \ New York Chicago Boston Cleveland Washington 
Distributors in | ssn Franciece Los Angeles Portiand. Oregon Seattle 


Yours very truly, 


K . 
Superintendent. 











Dayton’s $10.98 Entering Wedge 


An Interesting Variant of the Panel-board Campaign has been Devised by T. F. Kelly. 


HEN T. F. Kelly, sales manager 

of the Dayton Power & Light 

Company read in Electrical Mer- 
chandise about the panel-board “‘wireless 
house-wiring’” campaigns which have 
been carried on successfully in Lockport 
and New Orleans, he found one fault 
with the scheme. The panel board, 
as employed in those cities, is a purely 
temporary installation. It offers a 
successful “entering wedge” with which 
to get service into the home, but the 
service is not permanent. When the 
customer is educated to the point of 
wanting the lighting extended into other 
rooms and the installation more com- 
plete, the panel board must be ripped 
out. 

This, to Kelly, seemed wasteful. 
“Why,” he argued, “‘should we lose the 
results of our original effort? Why can’t 
we evolve a panel-board proposition on 
a permanent basis?” He took the prob- 
lem to William Hall of the William Hall 
Electric Company, local contractors, 
jobbers and fixturemen. Between them 
they worked it out and in the evening 
papers of April 19th the ‘Kitchen 
Service” campaign was begun. 

This “Kitchen Service” consists of 
one key-socket drop cord with a 40-watt 
Mazda lamp and one sidewall outlet, 


and a six-pound American electric ‘iron, 
all complete and ready for use for $10.98 
cash. The wires enter the premises in 
metal conduit. The wiring is all con- 
cealed. The meter and fuse box are set 
according to standard practice in the 
cellar, and the box has sufficient capacity 
to accommodate the future permanent 
wiring which it is confidently expected 
will be installed as soon as the customer 
has grown familiar with and dependent 
upon electric service. 

It is evident that, at $10.98, this 
outfit shows no profit to the contractor. 
As a matter of fact, the William Hall 
Company figured nothing but overhead 
on top of bare cost. And the reason 
Hall was willing to set this no-profit 
price was because he believed, with 
Kelly, that the proposition would be an 
entering wedge for the contractor as it 
is for the lighting Company, and that 
he would get his fair profit when the 
customer finally ordered the wiring 
completed. How immediately and well 
his faith has been justified will be told 
in a later paragraph. 

The campaign started in the evening 
paper on April 19, with a ten-inch four- 
column announcement of the proposi- 
tion. Four daily papers are being util- 
ized, including the German Gazette, two 





Sectional View 


of 


Kitchen 
Showing house 
and kitchen Ser- 
vice installed. 








in your home for 


$10.98 


Lamp and one six-lb. Electric Iron. 


Bell Main 4494: 


50 South Jefferson Street 








We will Install our Electric 


Kitchen Service 


For a limited period, we will make this special offer to enab'e 
you to use our Service in a portion of your home. at least. 


Remember our Kitchen Service includes the house 
service, wall receptacle in kitchen for the electric 
iron. drop cord in kitchen with 40-Watt Mazda 


Telephone our Sales Department for further details 


The Dayton Power and Light Company 


papers getting copy each day. The 
same ads are given to all of the papers, 
but no ad is repeated in any paper, for 
Kelly is a staunch believer in sustaining 
interest by constantly changing copy. 
After the first week, the size of space 
was reduced to the company’s standard 
nine-inch, double-column, but the same 
schedule of insertions was maintained. 
In addition to the newspaper advertising 
a neat two-color leaflet, summarizing 
the proposition, was printed for personal 
distribution by salesmen. 

In an effort to interest present users 
and engage their cooperation in uncover- 
ing prospects, a six-pound iron is offered 
to any one who the company 
in getting three new “kitchen-service”’ 
customers. This idea is frankly 
“cribbed” from W. H. Hodge of the 
Byllesby organization, who first employed 
it so successfully in Minneapolis. * The 
bonus offer is made both in the news- 
papers and by a notice attached to the 
monthly bills. 

Soliciting is done by three salesmen 
who are giving practically all their time 
to a house-to-house canvass. These men, 
when unsuccessful in making an immedi- 
ate sale, leave one of the descriptive 
leaflets and a postcard with the prospect 


assists 


*See page 312, Electrical Merchandise, December, 1914. 





Earn an 
Electric Iron 
By Helping Us 


get 


This installation 
permits the use fs 
: r New Customers 
of electric disc 
stove, toaster, fan. 


etc. in the kitchen 


Home 6166 Bell Main 4494 











Convince Your Friends 
That They Should Wire For Electric Light 


You can talk it over when they drop in for an evening 
call. Show them the many delightful advantages of electric 
service in their home—tell them how much it costs and 
just what you think of its home-making value. 
three friends that they should each have our 


Electric Kitchen Service 


and we will give you an Electric Iron absolutely Free. 


Remember our Kitchen Service includes the house 
service, wall receptacle in kitchen for the electric 
iron, drop cord in kitchen with 40-Watt Mazda 
Lamp and one six-lb. Electric Iron. 


Telephone our Sales Department for further details, 


The Dayton Power and Light Company 


Earn an 
Electric Iron 
By Helping Us 

=) get 
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Convince 


installed in their home for 


$10.98 


Home 6166 


50 South Jefferson Street 








This advertisement was printed four columns wide and ten inches deep. 
100 words, with the sectional diagram, tell the whole story. 


Less than 


The appeal for customers’ cooperation through offering free an electric iron for 
three “‘kitchen-service’’ contracts. 
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on the theory that the proposition will 
“sell itself’’ to a certain class who resist 
personal solicitation. 

The campaign opened, as stated, in 
one evening paper on April 19. At 
8:08 the following morning, the first 
order was received by telephone. This 
was from a woman who lived in a rented 
house, who explained that she would 
gladly spend $10.98 in improving her 
landlord’s property, simply for the con- 
venience and comfort of kitchen service 
in the coming hot summer. 

Of the next seven contracts, one re- 
sulted in an order for a complete wiring 
installation, one customer spent $23.00 
for added wiring, one purchased a side- 
wall switch, and one paid for an extension 
into the dining-room where a substantial 
dome was installed. 

Two days after the Dayton campaign 
opened, a similar campaign was started 
in Piqua, Ohio, which is under the Day- 
ton management. Here the first day 
of campaigning brought two customers, 
one of whom ordered an electric washing 
machine and the other finally decided 
to wire his house completely. 

Thus we. see the contractor’s faith 
justified. Like the somewhat similar 
proposition in force in the territory of the 
Boston Edison Company, * the “enter- 
ing wedge” of one or two outlets, when 
installed on a permanent basis, soon 
opens the way for complete service. 
The William Hall Electric Company took 
what seemed to be a gambling chance 
when they offered to cooperate in this 
campaign on a no-profit basis. Yet of 
the first ten customers secured, two were 
complete wiring jobs, two carried profit- 
able additions and one led to an $80.00 
appliance sale. 

The campaign has not gone far enough 
at this writing to show any very large 
results. Such offers seldom are spectacu- 
lar except as they gather momentum. 
Kelly is content enough to see each sales- 
man bring in a contract a day on the 
proposition during the first few days. 
For it must be remembered that Dayton 
has had a remarkable electrical develop- 
ment during the past ten years and that 
the present campaign is being directed 
against the people who have steadfastly 
withstood for a decade the best selling 
efforts of an aggressive management. 

When Frank M. Tait, who has recently 
been taken into partnership by the late 
Anthony N. Brady’s sons, went to Day- 
ton as manager in 1905, the company had 
but 671 customers. By 1913, when 
Tomas F. Kelly took charge as sales 
manager under Mr. Tait, there were 
7,241 customers, the plant had been 
rebuilt, and a real system of distribution 
installed. Since 1913, Kelly has about 
doubled the number of customers, the 
exact figure being 12,228 last January 
Ist. Such a record in a city of the size 
of Dayton, is evidence enough that the 
ground has been well covered, that the 
“easy pickings” are about gone, and that 
the $10.98 “kitchen-service” proposition 
must have real merit to win as it is doing. 











































































































































































































*See page 335, Electrical Merchandise, December, 1913. 
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Window Lighting 


With the 100 Watt MAZDA “C” Lamp 


Use Holophane Angle Reflector No. 
983 or Holophane Concentrating Reflec- 
tor No. 8300 with Form “H” Holder. 


Allow from 5 to 15 watts per square 
foot of window area. Place units, located 
according to chart, on ceiling close to 
glass front. 





No. 8300 


of Window. 


13 A 


Front of Window. 


Height of Window in Feet 
Back of Window 


® BW Ab ASN @ @ 





Floor of Window 


‘(zcgseazasewrteerewon ee KR SG 
Depth of Window in Feet. 





No. bed peng fog Diameter Depth Fitter 
983 $1.65 15 $0.50 1034" 6" 2%" 
8300 1.65 15 50 1054" 534" 2%" 
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OF GENERAL ELECTRIC CO. 
CLEVELAND, OHIO 


New York Boston Philadelphia Chicago 


St. Louis 





















a 


ee lO 














ELECTRICAL 





Jitney House-wiring 


Five Cents a Month Pays Rental on Wiring in Massachusetts 


ITNEY house wiring is the latest 

idea for getting old residences con- 
@/ nected in the mill districts of Massa- 
chusetts. 

The Worcester Suburban Electric Com- 
pany, Which supplies service at Uxbridge, 
Douglas, Whitinsville, Northbridge, Sut- 
ton, Millbury, Auburn, Grafton, and 
Upton, Massachusetts, has developed a 
plan whereby the mill operatives in this 
territory may enjoy the advantages of 
electric service at a rental on wiring of 
only five cents per month. The propo- 
sition is explained in the circular here- 
with reproduced. 

The points in this proposition to note 
are >- 

(1) The installation consists of two 
drop lights, and these are installed in 
adjoining rooms. 

(2) At least six neighboring houses 
on existing lines of the company must 
accept the proposition and be wired at 
once time. 

(3) Carbon lamps must be burned. 

The wiring is installed upon a rental 
basis, but the title to the wiring remains 
with the lighting company unless the 
tenant or owner prefers to pay $7.00 
cash, in which event the wiring belongs 
to him. No rentals paid are allowed 
to apply against this cash price. So long 
as the wiring belongs to the company, 
the rental is one jitney per month: when 
the owner wants to own the wiring out- 
right he pays $7.00 cash with no credit 
for previous rentals paid. 

The “joker” in the proposition—if 
one may apply this term to a perfectly 
legitimate condition—is the fact that at 
least six houses must be wired at one 
time. This means the installation of 12 
drop lights for $42.00, in six closely ad- 
joining tenements. At the price, it is 
not such a bad proposition for either the 
customer or the company. 

Another wiring proposition of the 
same company is a standard equipment 
of one 3-light shower, one 2-light shower 
and five single lights, all installed com- 
plete with glassware and lamps for $30.00, 
which may be paid in ten monthly in- 
stallments, although every reasonable 
effort is employed to get cash. 

Under this proposition, a choice of 
four styles of single units is offered—an 





upright bracket, a pendant bracket, a 
link pendant and a ceiling ball suitable 
for porches and halls. Option of extra 
equipment at the following price schedule 
is offered: 


1-light fixture additional, each... . . . $4.00 
2-light fixtures additional, each . . . 5.00 
3-light fixtures additional, each . 6.00 


3-way flush switch additional, each. 6.00 
3-way snap switch additional, each. . 5.00 


1-point flushswitch............... 3.50 
1-point snap switch additional, each. 3.00 
1 flush receptacle in floor.......... 3.50 
1 flush receptacle in wall... ....... 3.50 
chain pull sockets, each... . . as .25 


“This five-cent-a-month proposition,” 
says A. C. Cobb, assistant manager of 
the Uxbridge new-business department, 
“we are presenting to the tenement 
people in our territory. This class of 
prospective business now constitutes the 
big bulk of undeveloped business to us. 
We expect by means of this offer to get 
considerably nearer the saturation point. 

“We serve eight towns, six of which are 
mill towns. Over 50 per cent of the 
houses in our territory are mill tenements, 
which up to now have proven very diffi- 
cult to land. Now and then, we have 
induced a mill owner to wire a group of 
houses, but our efforts and results have 
been very spasmodic. We believe we 
are now fixed so we will make quite a 
dent in this big proportion of our popu- 
lation. 

“Our second proposition, that of wir- 
ing a house complete for $30.00, is 
offered to property owners. On_ this 
plan we allow ten monthly payments, 
though we do this as a last resort. 

“About 400 old houses were wired in 
our territory (population 32,000) last 
year, and of that number approximately 
200 were wired on our $30.00 proposition. 

“All the people are thoroughly familiar 
with the details of the plan and all our 
contractors figure in accordance with 
it, so that our scale of prices is standard, 
whether we take the work directly or 
not.” 

While it may be an open question 
whether any territory demands so cheap 
a proposition as the “jitney-house-wiring” 
plan, the proposition shows the lengths 
to which the modern, progressive lighting 
company is willing to go to serve every 
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class of customers in its territory. The 
jitney proposition allows only 84% 
gross on the retail price of the wiring 
to take care of interest and depreciation. 
It is a safe guess that the retail price is 





WOULD YOU PAY 
FIVE CENTS A MONTH 


To Have Electric Lights in Your House? 


This 1s all that it will cost you ir 





addition to your monthly 
urrent bills for an installation of two (2) drop lights, one in 
ms. These lights will be equipped with 

All wiring 1s to be exposed 
CONDITIONS . 


1. Houses on our already constructed lines only will be 
accepted 


each of two adjoining roo 
shades and carbon lamps 


All wiring remains the property of the Worcester Sub- 
urban Electric Company, and the tenant agrees to 
property in as good condition as when originally installed, reason 
able wear and tear excepted 


3. Owner or tenant of house may at amy time own this 
nstallation by the payment of Seven Dollars ($7.00) to the Wor 
cester Suburban Electric Company. No rentals paid are to be 
applied against this purchase price 

4. Om account of the very low price at which we are doing 
this work, it will be necessary that we secure at least six houses 
na given locality before we can undertake the work. 


The attached coupon constitutes your order for this work 
Fill it out TODAY 





Worcester Suburban Elec. Co 
Uxbridge, Mass 


Gentlemen 
In accordance with your wiring proposition outlined above 
please install two lights for me at. Street, 
. Mass. I agree to pay you monthly 
or all electricity used and in addition a five-cent rental 
Signed 
This installation has my consent 
Owner 
Accepted 
WORCESTER SUB. ELEC. CO 
By Supt 











Circular used in campaign. 


as near to actual cost as can be estimated 
in advance. 

It will be interesting to see how this 
minimum-price wiring proposition works 
out in actual practice. 

Capturing Migratory Birds 

The Commonwealth Edison Company 
of Chicago has been doing some far- 
sighted newspaper advertising this spring. 
In good-sized space, it has been remind- 
ing Chicago apartment dwellers, about 
to move, that they should be careful to 
select only electric-lighted apartments; 
furthermore, they should select only 
apartments which are equipped with 
baseboard outlets from which cords can 
be connected to lamps and appliances. 
This educational campaign is not directed 
to the tenants alone: landlords are also 
reminded that it costs but little to install 
electric wiring and baseboard outlets 
even in old buildings. 














Your request will bring 
our representative to 
your city. 











Our Central Station Sales Department is “at your service” 


The R.C Maxwell! Co. Trenton N.J. 


ELECTRICAL OUTDOOR ADVERTISING 





We control Atlantic 
City’s Boardwalk Spots 
of Ad-vantage. 
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1915 FAN CAMPAIGN | 
IS READY FOR YOU 


Its up to the minute, bristling with 


a complete new line of Sales Helps. 
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BREADTH VS. DEPTH 

At the time when strong and persistent 
effort is being made to cheapen electric 
wiring with the idea that such lessened 
price will “broaden” the market, one 
important central-station 
calls upon its members to urge heavier 
wiring and sockets of larger capacity, 
with the thought of intensive develop- 
ment of the market as it now exists. 

“The use of household appliances is 
growing to such an extent that the wiring 
in the average home is not of sufficient 
capacity to carry the demand of these 
appliances. The contractor usually in- 
stalls No. 14 wire, sometimes even No. 
18 wire, in a residence for lighting pur- 
poses, and sockets of 250-watt capacity. 
When an iron or toaster of 600-watt 
consumption is attached to one of these 
sockets, it is overloaded to such an extent 
that there is considerable arcing when 
turned on and off at the socket and conse- 
quently the life of the socket is shortened; 
also, the customer is annoyed and many 
times frightened. 

“It is our business in the future to urge 
the contractor and the architect, and to 
educate the prospective builder, to the 
necessity of using large-sized wire and 
sockets of greater capacity.” 

The craze for cheapness promises to 
do harm rather than good in the long run. 
It is true that excessive first cost will act 
as a deterrent to electrical development, 
but it is also true that inadequate, 
falsely economical and too-cheap wiring 
will bring to the central station a class 


organization 


of customers of slight immediate value 
and with little or no promise for future 
profitable development. 

The future electricity consumer must 
use complete electric service to be really 
profitable. If the wiring equipment is 
so inadequate as to prevent or seriously 
hamper the use of appliances, there is a 
direct bar across the pathway to profit. 
For it must not be forgotten that it is 
almost as difficult to persuade a customer 
whose premises are inadequately wired 
to enlarge his installation as it is to per- 
suade a non-consumer to wire up. 


REAL COOPERATION 
The formation of the Industrial Elec- 
tric Heating Association is an example of 
practical cooperation. Here 
central-station men, manufacturers and 
customers banded together with the sole 
object of developing an economical system 


we have 


of applying electricity in manufactures. 
The old and common attitude of buyer 
and seller—the one employing every 
device to get an order and the other inter- 
posing every objection to avoid giving 
it—has here disappeared; instead, we 
find the interested -arnestly 
striving together in search of efficiency. 

One cannot help wondering why the 


parties 


same spirit cannot be instilled into other 
branches of the trade: why, for example, 
should not the merchandising of electrical 
wares be done upon a similar frictionless 
system? 


WHO GETS THE BUSINESS? 

At a recent gathering of electrical 
dealers, one of the speakers offended by 
criticising certain local electrical mer- 
chandising methods. In the discussion 
which followed, it was pointed out that 
the criticisms were quite unfounded, 
that the local merchants were wholly 
progressive and had not only developed a 
fine market, but were holding the busi- 
ness against the inroads of the depart- 
ment stores. 

Yet the best-dressed electrical window 
in town was that of a department store 
on the main street. While another such 
store, quite off the beaten tracks, buys 
and sells more electric flatirons than all 
the electrical dealers of the city com- 
bined. And these electrical dealers do 
not know that a department store has 
stolen their flatiron business. 

A manufacturer of flatirons 
recently called upon a large central- 
“Nothing doing. I 


electric 


station syndicate. 
never heard of you or your goods,”’ said 
the syndicate man, brutally. Yet that 
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manufacturer was selling about five per 
cent of the entire annual American out- 
put of flatirons to a wholesale general 
merchandise house in the 
man’s home town. 

The point is that we do not know much 
about our business yet, and we never 
will know so long as we are self-satisfied 
Hard- 
ware stores, department stores, mail- 
order houses, premium concerns, drug 
stores, 5-and-10-cent 
selling electrical 


syndicate 


with an imaginary superiority. 


even stores, are 
merchandise. The 
largest single buyer of electric-heating 
appliances in this country doesn’t know 
any more about the electrical business 
than he does about dentistry. He sells 
electric flatirons and he sells tooth-paste, 
both for profit, and he gets the business 
in both lines because he is a merchant. 
NO TIME TO READ 

Every trade magazine receives sub- 
scription cancellations which say, “I 
appreciate the value of your magazine, 
but have no time to read.” 

When a man says, “Your magazine is 
punk,” we are worried. 
I can’t afford it,” we 
conclude that he is, as the phrase goes, 


When one says, “ 


“letting us* down easy.” 

But when he says he has not time to 
read, we know that he is a plain fool. 

There are three sources of self-better- 
ment—experience, conversation and read- 
ing. The man who depends upon ex- 
perience may become narrowly expert: 
he who depends upon conversation is 
less narrow, but is still limited by the 
bounds of his personal acquaintance: 
he who adds thoughtful reading to both 
experience and conversation acquires 
real breadth. 

The man who will not make time for 
reading his trade paper is deliberately 
limiting for 
Such a man, you will generally find to 


be an expert on the baseball dope and 


his own chance success. 


intimately familiar with the grewsome 
details of the most recent murder. 


HELP CONTRACTOR’S CAMPAIGN 

Special sales of appliances, and special 
lighting and wiring campaigns, should 
always be planned with an eye to the 
cooperation of contractors and dealers. 
This is sometimes difficult. It is 
to be selfish: it takes stern courage always 
to be fair. 


easy 


The Golden Rule ir business 
does not apply exclusively to matters 
of money, but is of equal force and import 
as a guiding principle in formulating 
sales policies. 
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Electric Cooking in Buffalo 
What They are Doing to Place the 
Business on a Practical Basis 
HE Buffalo General Electric Com- 
pany is making a noteworthy effort 


to place electric cooking on a practical 
basis—confining its sales and experi- O an 
mental work at first to typical sections, 
but charting the results thus obtained 
as a basis for a near-future systematic 


canvass of the entire city of Buffalo. 
The focal point of the work being done a e S e ru 
is at present the new Carleton apart- 


ments building at Main, Carlton and 
Washington Streets, where 95 electric 
stoves, made by the Standard Electric 
Stove Company of Toledo, have been 
installed. 

The Carleton is probably as com- 
pletely equipped electrically as any build- 
ing of its type in the country, and it is 
operated entirely upon central-station 
service. In addition to being equipped 
throughout with facilities for electric 
cooking and _ refrigeration, the build- 
ing is heated by electricity, lighted by 
electricity, and ventilated by electricity. 
The owners purchase electricity from 
the central station through one meter on 
a wholesale basis, and offer to supply 
each tenant with electric light and service 
for electric cooking at rates less than the 
consumer could obtain as an individual 
customer of the company. The difference 
between wholesale and retail rates in 
Buffalo is such that the owners can dole ‘ 
out their current in the manner just T Fl ° 1M f F 
mentioned at a profit to themselves, aor O ectrica anu acturers ° 
thus three interests are satisfactorily : 
served off the one meter—the central T | d f h b : d : | 
station, the owners and the tenants. oledo Is one of the best industria 


This installation was not due to any 


sudden enthusiasm on the part of the cities in America. Establish your branch 
owners,—the Poppenbergs—for they are ‘ ‘ : S 
hard-headed and successful merchants. factory district sales office or mid-west 
It was the result of two things: first, . 

alert work by the central-station com- : z 
mercial department to sell complete distributing warehouse here, and we will 
electrical equipment to men who had . ; , 
already decided upon an isolated steam- co-operate with you in every possible 
plant. Second, it was the result of sub- ’ 

sequent deliberate and extended study 

oat the part of the Poppenbergs, them- Way. Transportation, power, labor and 
selves. What they were after was a 


building from which they could collect living conditions in Toledo are practi- 


maximum rents over the longest period R : 
of time, but it was not until they had cally ideal. Write to us or to The To- 
tried out five different electric ranges 

for six months or more in their own homes, ; : 

that they would admit that electric ledo Commerce Club for information. 
cooking was feasible for their new build- 
ing. Then they really became enthusi- 
astic about the idea, decided that Stand- 
ard stoves would best answer the pur- 
poses of their tenants, and placed an 
order for 95 of them. This installation 
represents a connected electric cooking 


load of $00 kw. THE TOLEDO RAILWAYS & LIGHT CO. 


Using the Carleton building, as we 
have already pointed out, as a focal point, TOLEDO, OHIO 
F. A. Coupal, the sales manager at 
Buffalo, now proposes to take one block 
in the city and develop it thoroughly as 
a basis for a general electric-cooking 
campaign. The idea will be to place as 
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Main, CARLTON & WASHINGTON STREETS. 


many ranges in this block as possible, 
then keep a strict chart record of the 
time it takes to cook various articles of 
food, the amounts of current consumed, 
revenue produced, and similar data. 

The cooking rate in Buffalo is very 
low—one and one-half cents per kwh. 
on a maximum demand of 180 hours per 
month—and from the meagre statistics 
now available, Mr. Coupal figures that 
it would cost the average family in 
Buffalo from $3.50 to $4.50 per month 
to cook by electricity. One of the first 
things now to be done is to gather suffi- 
cient data to determine just what the 
diversity load factor will be. It is Mr. 
Coupal’s guess that it will be very high. 
At any rate, the industry awaits with 
considerable interest the outcome of the 
Buffalo experiment 


Electric Taxi Opportunity 
Vehicle Association Active in Promoting 
this Type of Car. 

LBERT JACKSON MARSHALL, 

secretary of the Electric Vehicle 
Association, defined the opportunity for 
the electric vehicle in taxicab service in a 
recent issue of Electrical Review. It is 
adapted for this class of business because 
of its low operating cost, and its safety 
and simplicity of operation through con- 
gested streets. Numerous tests of elec- 
tric taxicabs have been made, many of 
which have already passed beyond the 
experimental stage. 

For example, the Detroit Taxicab & 
Transfer Company, one of the oldest 
gasoline-taxicab companies in the coun- 
try, began, some time ago, a campaign for 
better taxis. It did so because it was 
convinced that the old style of taxi had 
grave faults. This. company finally 
evolved an electric model which proved 
so successful in endurance tests and 
actual service that it was adopted, and 
by the end of 1915, the company expects 
to operate altogether by electrics, a 
fleet of over 70 cabs. And this in Detroit, 
the home of the gas car. 

In regard to this development, the 
Electric Vehicle Association recently re- 





ceived a letter from F. G. Peck, a promi- 
nent engineer in this field, who has been 
carrying on extensive and very successful 
tests with electric taxicabs in New York 
City. Mr. Peck states that conditions 
are favorable now for introducing this 
type. There has been a lack of careful 
study of this problem by electric vehicle 
men, and the results hitherto have not 
done justice to the opportunity. It is 
necessary for the electric taxi to equal 
gas standards of speed and mileage and 
to operate more economically. It is 
also necessary to consider such details 
as the present definite system of routes 
which drivers follow between points, as 
these routes are the most direct, and 
deflection from them results in unfavor- 
able time records. There must also be 
considered the need of a supply of taxi- 
cabs, and the value of this outlet to the 
manufacturer. Within a month, the Asso- 
ciation expects to have data on cab per- 
formance with statistics showing ampere- 
hours input and output, ampere-hours 
per mile, number of passengers carried, 
number of hours in service, number of 
hours with average speeds, and the volun- 
tary expression of patrons to drivers. 


Boston Edison Census 


The Edison Company of Boston began 
on March 22 a careful census of con- 
ditions affecting the use of electric service 
in the forty-two cities and towns of 
Greater Boston. Representatives of the 
company ask questions, answer any 
questions that the customer may wish to 
ask, and will help the customer adjust 
any troubles he may have in his electric 
service. 

Every house, factory and store in the 
forty-two cities the company serves, will 
be visited and every complaint will be 
taken up individually. If a house does 
not have electric service, the representa- 
tive will show how easily it can be wired 
up; how easy to pay for on the monthly 
payment plan; how the work can be done 
without tearing up floors or marring 
ceilings and walls. If a farm is not using 
electric service, the representative will 
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explain how electricity can be used to 
pump water, grind feed, saw wood, cut 
hay, milk cows, hatch chickens, in fact, 
do most of the labor that men have done 
in the past. If a factory is still using 
steam engines, he will explain how much 
cheaper it is in the long run to operate 
the machines with electricity. 


W. P. Guinan, New-business Manager, 
The Danbury & Bethel Gas & Electric 
Light Co., Danbury, Conn.: “I await 
with pleasure each month the arrival of 
your ever stimulating and clever maga- 
zine and it should go into the office of 
every electric company in this country.” 


WE CAN HELP 


YOU TO SELL AND INSTALL 


STREET LIGHTS 


We offer you the 
benefit of our exper- 
ience in the prelim- 
inary work of secur- 
ing White Way 
installations. We 
can save you time 
and expense. We 
can insure you an 
installation that 
will have noregrets. 





Ornamental 
Lighting 
Poles 


are designed to add 
beauty to your 
streets, but they do 
far more. They 
help make your 
town prosperous by 
attracting business. 


This particular 
design of pole is for 
the high efficiency 
Type “C” Mazda 
Lamp. 


Let us tell you 
more about our 
product and ser- 
vice. 














POLES FOR ALL TYPES OF LIGHTING 
*118 LIBERTY ST. NEW YORK: 


RNAMENTAL |IGHTING PO () 
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A CAMPAIGN IRON 
AT A CAMPAIGN PRICE 


One company sold 


14,765 of our irons 
in 1914. Let us tell 


you why. 


INDESTRUCTIBLE HEATING ELEMENT 
‘Tt Improves with Use’’ 





MANUFACTURED BY 


The Dover Manufacturing Co. 
CANAL DOVER, OHIO 
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Doing it Cooperatively 


Galveston Central Station and Contractors Work 
together and Win Success 


OBERT A. Wood, new-business 
R manager of the Brush Electric 

Company of Galveston, says 
that in two years his company’s net 
annual revenue has increased $8235.84 
from the current consumed by lamp 
socket appliances. That is a pretty fair 
sum in a city of 45,000 of which a large 
proportion are negroes and where there 
is keen (though clean) competition. 

This appliance load has been built up 
almost wholly through broad-guage co- 
operation with the dealers and con- 
tractors. The basic idea of the Brush 
Company’s policy is to keep everybody 
satisfied, happy and boosting. A few 
jitneys of immediate profit have never 
obscured their vision of the bigger profit 
which comes through cooperation. 

The G. E. utility grill campaign, which 
ended March 20th, is a characteristic 
example of the way in which the Galves- 
ton scheme works out. On March Ist, 
the company announced in a half-page 
newspaper advertisement that utility 
grills would be sold for a limited time at 
a price reduction of 25 per cent—that is, 
a $4.00 grill was offered for $3.00 cash. 
This announcement bore prominently 
the names of the six electrical dealers of 
the city, as will be seen from the repro- 
duction. 

The grills were all purclfased by the 
company, which through its affiliations 
is able to get rock-bottom quantity 
prices, and were consigned in equal 
allotments to the several dealers. The 
dealers, therefore, had no investment, 
and since they sell for cash, whatever 
profit they make is “velvet.” In some 
of the campaigns this profit is ample: 
sometimes it is pretty slim. “Once,” 
says Mr. Wood, “the profit was as low as 














stove and toaster. 


THE GRILL and placing it over the meat. 


Phone 4700. 






INTRODUCING THE UTILITY GRILL 


The Newest 1915 Electrical Device 
An extremely simple, useful and practical combination device which can be used as a broiler, 
FOR TWO WEEKS ONLY STARTING 
MONDAY, MARCH 1, THIS $4 fe) OO 
GRILL WILL BE SOLD FOR .......... .—.. e 


It is constructed of pressed steel with a navy gun metal finish. The whole.device can be taken 
apart and washed without fear of it being ruined by rust. 


With this appliance you can broil a steak or chops right on the platter by simply INVERTING 
All the juicy tenderness of the meat is retained, being quickly seared, while the juices are col- 
lected in the platter which is kept warm by the heat from the grill. 


On sale at Rowley Electric Co., L. P. Tschumy & Co., Lawrence Electric Co.. Max Levy, 
Mclellan Electric Co., Lowe Electric Co. or through the Brush Electric Co. 


BRUSH ELECTRIC COMPANY 


® 


35 cents on an appliance, and on top of 
this, the dealer has to make deliveries 
and make good the cord trouble and other 
little kicks. The dealers have always 
done this cheerfully, however, and our 
close working relation has meant a world 
of new business.” 

An evidence of this is the fact that 
during the special grill sale the dealers 
unloaded about 80 grills of other makes 
or styles, which they individually had in 
stock, in addition to the 100 utility grills 
sold. Not only that, but the sale of 
several other appliances was notably 
stimulated. For example, the flatiron 
sales for the period were much more than 
doubled; of toasters also there were sold 
more than double the usual number. 
Percolators, disc stoves, chafing dishes 
and other wares sold about normal. 
For a southern community of 45,000 to 
assimilate 180 grills, 92 irons, 43 toasters 
and the usual quota of other appliances 
within a month, indicates that the special 
drive was very much worth while. And 
especially when it is seen that the short 
profit was taken on only the 100 utility 
grills. 

“This sale,” says Mr. Wood, “‘was by 
no means an exceptionally good example 
of the cooperative campaigns as con- 
ducted by our company and the dealers. 
We have had iron sales where we sold as 
high as a hundred irons a day; our Hot- 
point week was an immense success, and 
last summer we combined a grill and an 
iron for a two-weeks’ sale during the 
cotton carnival and sold one hundred and 
fifty sets, three hundred grills and irons 
in seven days.” 

The cooperation in Galveston is not 
all one-sided. The dealers do their 
share. Besides accepting the thin profit 


It “saves the gravy.” 


Gas and Electric Building 





Liberal newspaper ads. like this helped to sell 180 grills in two weeks 
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and taking care of deliveries and repairs, 
the dealers all donate their windows to 
the special campaigns. This is a tremen- 
dous publicity factor. At the time that 
the company is running its generous news- 
paper advertising and while the com- 
pany’s representatives are doing all they 
can to boost the sale, every electrical 
window in the city is given over to a 
campaign display. The public simply 
cannot get away from the fact that the 
sale is in progress. 








Your Last Chance 


This week ends the great sale of 


Utility Electric Grills 





You have no idea what a convenience it is to broil 
a piece of ham or a sirloin steak or some lamb 
chops RIGHT ON THE PLATTER. 


The heat is applied from above, thus keeping the 
meat tender and juicy and at the same time the 
platter is being heated and remains hot during the 
meal. “It saves the gravy.” 


This Week $3—Next Week $4 


You need this appliance so why not save a 
dollar? 


On sale at L. P. Tschumy & Co., Rowley Electric 


Co., Lawrence Electric Co., McLelian Electric Co., 
Max Levy or through the Brush Electric Co. 


Brush Electric Co. 


Phone 4700. Gas and Electric Bldg. 
ARLRRI e 
Oe ee () REDRERESA BORNE 
SONNEI RRS TTS 


Another example of the 
bottomed a success due to right cooperation 

















advertising which copper- 


Boiled down, the Galveston method is 
this: 

The Company (1) buys the goods at 
lowest quantity prices and consigns them 
to the dealers at cost, thus carrying the 
investment; (2) advertises the sale liber- 
ally and includes each dealer’s name 
prominently in all ads; (3) puts its repre- 
sentatives on the sale, these representa- 
tives selling direct or recommending a 
dealer as circumstances warrant. 

The Dealers (1) accept a short profit 
on the special device consigned by the 
company; (2) donate their windows to 
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Obscurity 
Into the Spotlight 


Today the Frantz Premier Electric Cleaner occupies the dominating position 
in its field. You see them in homes from coast to coast—in every city and 
village. Less than five years ago the first | 


| Fr éntsDromior 


was built in a small, poorly equipped shop. Today, we are building them by the thousands in the most modern and 
completely equipped factory devoted to the exclusive production of electric cleaners. That is a big jump in five years! 


But it was a long, hard fight to get there. Last year we sold over 50,000 of these dependable little dirt devourers. 
This year we will make and sell 100,000. 


Here’s the Reason for this Wonderful Success 


We build electric cleaners that stand the test—it’s the cleaner the housewife finds most suited to her needs, and by long 
odds the most easily operated. We have won the confidence of the housewife thru sheer merit. They can’t be fooled 
on electric cleaners. You know that. : 

We employ trained experts in every department. We have engineers who know how to build durable and dependable 


motors. We have laboratory experts who are constantly seeking and striving for further perfection and greater efh- 
ciency in our output. 


We Have Tried to Get the Viewpoint of Central Station Men 


We have studied the selling problem from every angle, both as it affects the dealer and the consumer. We have elim- 
inated all guesswork from our calculations. 


Yet, in spite of all the expensive research and the experimenting to produce a constantly improved machine, the price 

of the Frantz Premier has been reduced until today it’s within the reach of every home. Our huge production saves 

us in costs, and we, in turn, give this saving to our dealers and consumers. 

Every part of the Frantz Premier is made in our own factories—from aluminum castings to motors. Every part is made 

by experts and thoroughly tested before assembling. 

Every Frantz Premier goes out perfect in each detail. It is as near “foolproof” as it can be made. It doesn’t develop 

trouble, but if, thru mishap, it should, there is a definite Frantz Premier service that we can and do give, that backs 

up every cleaner. 

Then, on top of all this, the Frantz Premier Electric Cleaner has been the most aggressively advertised cleaner ever 

placed upon the market. We use large space in the best magazines and we constantly supply our dealers with all sorts 

of trade helps. It’s the cleaner not only of today; but it’s the cleaner with the big future. It’s the cleaner that sells 

easily and shows a permanent proht. 
We want you to investigate 1t, because we know that tf you will give it your attention, 


it’s the cleaner you will use as the foundation of your household specialty department. 


THE FRANTZ PREMIER CO., Cleveland, O., U.S.A. 


Branches and Distributors in all Important Cities 
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the -ampaign; (3) if they themselves use 
new-paper space it is employed to help 
the -ale. 

So far these sales have always been run 
on 2 cash basis, not that the company 
has any prejudice against trial offers or 
installment propositions, but because in 
Galveston they have so far been able to 
“set away with it” for cash and ap- 
parently the results have been satis- 
factory. 

And results, after all, constitute the 
answer. The dealers are satisfied, and 
with good reason—they are selling more 
goods because of the stimulation and are 
wiring more houses, hanging more signs, 
doing a bigger business generally. The 
company is satisfied because, within the 
years 1913-1915 its day load between the 
hours of 8 a. m. and 5 p. m. increased 
975,528 kw,. which is about 40 per cent 
of the company’s entire increase within 
this period. Mr. Wood is convinced 
from the data he has that fully 25 per 
cent of this day-load increase can justly 
be credited to appliances. This means, 
at their rates, something better than 
$4100 annual increase, which, all things 
considered, is a pretty good addition to 
the revenues. 


A Broad-gauge Window Display 
Edison Lamp Works Offers Practical 
Cooperation 

HE Edison Lamp Works of General 

Electric Company, Harrison, N. J., 
has designed a window for use by its 
agents, which shows very effectively the 
contrast between the old and the new 
ways of housekeeping. Not only is it a 
striking display, but it is also an example 
of broad-gauge manufacturers’ coopera- 
tion. It is the business of the Edison 
Lamp Works to sell lamps and lamps 
only, yet in this window, which is re- 
produced on this page, the things which 
this company does not sell—household 
apphances—are displayed prominently 
in the foreground, while the lamps are 





ELECTRICAL 


made only incidential to the whole 
window. 

The potency of this display is the 
potency of contrast plus effective back- 
ground, and‘simple and properly focused 
arrangement of the articles on exhibition. 
The background of the window is covered 
with blue and white crepe paper ar- 
ranged to give a paneled effect. On the 
side of the window which shows the new 
way, the panels are white with blue 
dividing stripes, the colors being reversed 
on the opposite side. Even on the floors, 
the bright and dull contrast is carried out 
with white paper on the one side, and 
blue or brown paper on the other. 

On the “electric” side of the window 
are shown the electric flatiron, the 
toaster, the coffee percolator, the vacuum 
cleaner, the heating pad and the fan. 
In the central background is a cardboard 
house placed on a small mound, and 
lighted on the interior with Mazda 
lamps. Mazda lamps are also set out 
at intervals along the course of this side 
of the window. Each appliance is con- 
nected to the house by means of a 
colored lamp cord—a different color in 
each case. 

On the opposite side of the window are 
displayed the old-fashioned coffee pot, 
broom, flatiron, the hot-water bag, wire 
toaster, palm-leaf fan, and other appli- 
ances to correspond with the electrical 
ones. In the central background is a 
lamp-lighted house in contrast with the 
one opposite, while different colored 
pieces of wrapping cord connect the 
appliances to the house. These colors 
are the same as those used on the 
“electrical” side for corresponding 
appliances. In the central foreground, 
a flush-plate push-button switch is shown 
on the one side, and on the other a box 
of matches, which feature in itself sug- 
gests a little lesson in the convenience of 
the electric way. 

Display cards are used in the window, 
reading as follows: 

“Be up to date. Wire your house 
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eauty 


Electric Iron 


The Best 
By lroning Board 
Test 


GUARANTEED FORS 
ALL TIME 


American Flectrical Heater Company 
1335 WOODWARD AVE 
DETROIT MICHIGAN ,U . 


OLDEST AND LARGEST MAKERS 
IAM ERIC AWN 











now. Electricity is the most willing 
and economical of servants.” 

“A revolution in housekeeping. For 
Edison Mazda bright homes. Wire up 
now, easy terms. Ask us about our 
special house-wiring offer.” 

“Housework is a drudgery unless yours 
is an Edison Mazda bright home. Wire 
up now on our special house-wiring offer. 
See us about this offer now.” 

“Happy home life. The greater part 
of your life is spent in the home. Make 
it comfortable and bright with elec- 
tricity.” 

Both the pasteboard houses and the 
display cards are supplied from Harrison 
upon request. 
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201ST ST. GENERATING STATION 


estat 10" 


When in New York ii 


do not fail to visit the 201st Street Generating Station and 
the Sub-stations of The United Electric Light and Power Com- 
pany. Passes and competent guides may be obtained upon 
application to the General Offices of the Company. 


T. 
ysTH $s 


With our increased generating and transforming facilities and 
the material decrease in rates effective May Ist, 1915, the 
Company can now supply every requirement for A/ternating 


Current, single and two-phase, throughout the Borough of 
Manhattan, City of New York. 


THE UNITED ELECTRIC LIGHT 
AND POWER COMPANY 


GENERAL OFFICES BRANCH OFFICE AND SHOWROOM 


130 East 15th Street, New York 138 Hamilton Place, New York 
Telephone: 4980 Stuyvesant Telephone: 4000 Audubon 


NOTE: After July 1st, the Branch Office of the Company will be located at the n.w. corner of Broadway and 146th Street 




































































HIRTY-ONE men interested in 
the development of industrial 


electric heating met on May 1, in 
the offices of the Toledo Railways & 
Light Company, and organized “The 
Industrial Electric Heating Association.” 
A tentative Constitution was adopted 
and the following officers elected: 

President, A. K. Young, new-business 
manager, Toledo Railways & Light 
Company; Secretary, Homer J. Kunz, 
power engineer, Toledo Railways & 
Light Company; Executive Committee: 
Chairman, Henry O. Loebel, industrial 
heating expert, Henry L. Doherty & 
Company, New York; Professor C. F. 
Hirshfeld, chief of research department, 
Edison Illuminating Company, Detroit; 
M. E. Turner, contract agent, Cleveland 
Illuminating Company; Frank Thornton, 
Jr., Westinghouse Company, East Pitts- 
burgh; J. A. Seede, General Electric 
Company, Schenectady. 

The gathering was welcomed to Toledo 
by F. R. Coates, president of the local 
company, who promised the cooperation 
of his organization. 

Henry O. Loebel, to whose initiative 
the movement was largely due, outlined 
the purpose and immediate scope of the 
proposed organization. He pointed out 
that in developing what is practically a 
new branch of the industry, the experi- 
ence of each is of the greatest value to 
all. An unsuccessful installation not 
only affects locally the company responsi- 
ble for it, but rebounds to the discredit 
of industrial heating everywhere; while 
the experience and “good will” of a 
successful installation is of practical 
value to central-station men in general. 
Mr. Loebel summarized the purpose of 
the new organization by saying that it 
aimed to eliminate or minimize errors at 
the same time that it promoted the most 
rapid practicable development. These 
aims are well expressed in the following 
preamble to the Constitution which was 
adopted: 

“Recognizing the opening of a new 
and heretofore undeveloped field in the 
electrical industry, the importance of 
which, and the possibilities for the 
development of which are so great, and 
the present knowledge so small, it seems 
imperative that an organization should 
be perfected to study and gather together 
all the available information on_ this 
great subject for the benefit of its mem- 
bers and of the industry at large and for 
the exchange of ideas and data.” 

aa: ; 

Taking up the practical problems to 
be faced, Mr. Loebel pointed out that 
while electricity as a heat source costs 
30 times as much as other available 
fuels, this apparently insurmountable 
handicap is neutralized by the extra- 


Industrial Electric Heating Association Formed 


Men Interested in Developing New Branch of Power Business 


Organize for Cooperation 


ordinary economies of electric heat appli- 
cations and by the better quality and 
greater uniformity of product. The 
wastes, both of heat and of materials, 
under older processes are so excessive 
as to make industrial electric heating a 
distinct economy in many operations. 
“The future of- the electrical business, 
when industrial heating has become 
common, staggers the imagination,” said 
Mr. Loebel. “In a single case, already 
practical, the heating load far over- 
balances both light and power.” 

Anticipating that a certain amount of 
criticism would be directed at the new 
association, the speaker pointed out 
that it seemed necessary at first for the 
heating men to remain independent of 
the older and larger electrical associations, 
at least until such time as they might 
establish the basis of their cooperative 
work. As a separate organization, he 
felt that they could accomplish more 
practical results in less time and without 
the interruptions and formalities which 
are inseparable from larger associations. 

At the conclusion of Mr. Loebel’s 
remarks, which were received with en- 
thusiasm, H. J. Kunz read a tentative 
Constitution. It was voted to adopt 
this, temporarily pending a final draft 
by a regularly appointed committee. 
A. K. Young, temporary chairman of the 
meeting, suggested that an election of 
officers should follow. Under the chair- 
manship of Thomas F. Kelly, of Dayton, 
a nominating committee selected the 
officers and executive committee listed 
at the beginning of this article and this 
slate was unanimously elected. The 
meeting was then thrown open to general 
discussion. 

Professor Hirshfeld, of Detroit, opened 
the discussion with enthusiastic endorse- 
ment of the plans and purposes of the 
new association and promised the sub- 
stantial cooperation of his company. 

W. G. Bartlett, General Electric Com- 
pany, Schenectady, offered some practical 
thoughts which had been developed from 
his experience in installing numerous 
industrial applications in the G. E. works. 
He emphasized the importance of quality 
of output, which is one of the great ad- 
vantages of electric heating. In the 
annealing of high-speed steel, his com- 
pany had effected labor economies and 
was getting practically a perfect product. 
Sherardizing also offered tremendous 
advantages over galvanizing and was 
being adopted as the standard preserving 
process. 

Frank Thornton, Jr., Westinghouse 
Company, East Pittsburgh, predicted a 
great and immediate development of 
industrial electric-heating. He quoted 

i f 
a number of statistics which showed how 


much greater a load might be expected 
from this business than from motor 
business. 

F. G. Derge, manager of light, heat 
and power, Toledo Railways & Light 
Company, outlined his ideas in a brief 
paper. He said in part: 

“The wonderful possibilities of expan- 
sion in our business of selling electric 
current for industrial-heating operations 
are apparent to all present. Speaking 
from the standpoint of the operator, I 
can see even greater possibilities than 
those cherished by the new-business man. 
I can see the effect of the large, long-hour 
heating installation demands upon the 
station output and load factor, which 
for every per cent raised means decreased 
unit output costs, hence, increased net 
earnings. 

“The field of industrial electric-heating 
presents load possibilities which eclipse 
any electric-current application thus far 
effected by the central station. We have 
proof, here in Toledo, that such will be 
the case. In the changing over of only 
one of its heating operations to electric, 
The Willys-Overland Company has in- 
creased its demand by more than 100 
per cent. Prior to the introduction of 
electric heating, the connected light and 
power load of this factory was approxi- 
mately 6000 hp. with a demand of 3000 
kw. The enamelling-oven installation 
calls for a connected load of approxi- 
mately 7500 hp. with a demand of over 
3000 kw. So we can safely say that our 
load at the Overland plant has been 
practically doubled by the acquisition 
of the enamelling load. 

“Tf the output of the electric forge 
furnaces can be increased another 33 per 
cent, we can add an additional 10,000 
hp. to this load. Then there are the 
melting furnaces and foundry applica- 
tions, which together with all of their 
heating applications could eventually 
result in a total load for this plant of 
approximately 25,000 hp. or five times 
the load available from lighting and 
motor operations.” 

J. P. Seede, General Electric Com- 
pany, Schenectady, mentioned numerous 
smaller applications for heating, such 
as glue-pots, soldering irons, arc-welding, 
etc. He stated that the industrial elec- 
tric-heating business already on circuit 
amounts to the total power output of 
the three largest central stations in 
America. He, however, urged caution 
in the new association’s work, pointing 
out that too great enthusiasm would 
work to disadvantage and defeat itself. 

M. A. Hill, chief electrician of The 
Willys-Overland Company, emphasized 
the importance of smaller applications 
and stated that his company had in the 
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THOR 


JUNIOR 


PRICE 


A “Hurley Quality” Washer 


For Small Families 
The THOR, Junior, Electric Washer and Wringer 


is a machine that you can sell to azybody. 
your residence customers are families of two to four 
people. You could not sell such customers a big machine, 


but you caz sell them the THOR, Junior. 


It is built for service in small homes or apartments. 
It may be installed right in the kitchen and used as an 
Finished in white enamel—all moving 
parts enclosed. Regular “Hurley Quality” throughout, 
and carries the same solid guarantee as goes with all 
other Hurley products. 


auxiliary table. 


Write for Illustrated CATALOG H. 


Thor Electric Washer. Thor, Junior, Washer. Copper 
Electric Washer. Red Electric Washer. Hurley 4 
Vacuum Cleaner. Hurley 6 Vacuum Cleaner. Thor 


Ironing Machine. 


Hurley Machine Co. 


33 So. Clinton Street, 
Chicago, Ill. 


New England Distributors—Pettingell-Andrews Co., Boston 





neighborhood of 150 kw. connected in 
glue-pots, soldering irons, etc. 

At the conclusion of the general dis- 
cussion, membership applications were 
solicited. Those whose names were en- 
rolled as charter members are:—-Thomas 
F. Kelly and J. C. Matthieu of Dayton; 
Frank A. Coupal of Buffalo; C. F. Hirsh- 
feld, A. Cameron and Ward D. Dygert of 
Detroit; B. G. Tarkington of Jackson; 
David R. Thomas of Lansing; O. O. 
Acuff of Massillon; M. S. Caldwell of 
South Bend; W. E. Quillen of Alliance; 
EK. P. Bassett, C. D. Carlson and B. P. 
Rueterink of Cleveland; H. E. Johnson 
of Chicago; I. B. Terry of Cincinnati; 
Frank Thornton, Jr., and H. M. Brooks 
of East Pittsburgh; V. L. Blanchard, 
A. W. Little, F. J. Derge, M. A. Hill, 
H. J. Kunz, S. L. Kelly and A. K. Young 
of Toledo; 5S. H. Knopp, John A. Seede, 
H. Fulwider and C. W. Bartlett of 
Schenectady; and Henry O. Loebel and 
Frank B. Rae, Jr., of New York. 

At the conclusion of the morning 
session, at which the organization was 
perfected, the visitors were entertained 
at luncheon hy the Toledo Railways & 
Light Company at the Toledo Yacht 
Club, after which, at the invitation of 





Half 


147 W. 42nd Street, 
New York, N. Y. 
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W. A. Hill, chief electrician, they visite: 
the plant of The Willys-Overland Con 
pany, where they inspected the electri 
ovens and other applications of industria 
electric-heating. 
New Dental Motor 

The Shelton Electric Company, 80) 
EK 42d Street, New York City, hav 
placed on the market a small denta! 
motor which can be held in the hand. 
The motor is only 114 inches in diameter, 


1°4 inches long, and weighs but 5!, 
ounces. It operates on either direct or 
alternating current, at a speed of 15,000 
rpm. This motor is not only for the 
dentist and the student in the dental 
school, but it can also be utilized for 
engraving, manicuring, chiropody and as 
a light bone drill for physicians. Its 
consumption is 12 watts. 


Rae Addresses Electrical League 

Frank B. Rae, Jr., editor of Electrical 
Merchandise, addressed the Cleveland 
Electrical League on April 29, his subject 
being “The Problems of the Electric 
Merchant.” Over one hundred members 
attended the meeting which was held in 
the League’s club rooms in the Hollenden 


Hotel. 


E. A. Wilcox 
E. A. Wilcox, formerly commercial 
agent of the Great Shoshone & Twin 
Falls Water Company, Twin Falls, Idaho, 
is now with the Great Western Power 
Company at San Francisco. 








Successful 
New Business Manager 
Open to a Proposition 


Man with ability, experience, edu- 
cation and clean record, at present em- 
ployed at a satisfactory salary, is looking 
for an opening with central station or 
syndicate. Not looking for a job, but in 
search of a promising and permanent 
future. References and record may be 
secured from 

FRANK B. RAE, Jr. 
17 Madison Ave. 
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—> BAKED ENAMEL HANDLE-BEST QUALITY WOOD 
— UPPER NICKEL PLATED CORD HOLDER CLIP. 
—> UPPER CORD HOLDING FERRULE. 
{LOWER CORD HOLDING FERRULE. 

LOWER NICKEL-PLATED CORD HOLDER CLIP. 


t SUBSTANTIAL HANDLE 
[FASTENING. 


AUTOMATIC PULL - 
CHAIN SWITCH. 


atc OIL CUP. 
7 LOWER OIL 
BAG SPRING * CUP. 
ATTACHED HERE . . 

DUST BAG EASY TO 


DETACH-LARGE OPENING- ~~ _ 
EASY TO EMPTY: SANITARY. 


DOME- EASILY REMOVED FOR 
USE ON ATTACHMENT BASE 


FASTENS HANDLE RIGID FOR USE wy 
ON STAIRWAYS OR FOR CARRYING *._ 


TWELVE INCH NOZZLE OPENING. 












Here 


are the 


“Talking 


Points” 


of the 


Model J 


OHIO 
Suction 


Sweeper 


Every feature of the Ohio 1s a se//ing 


feature as well as an operating feature. 
The Ohio sells readily and stays sold. 
Study the picture---then write for 


sample. Today! 


Manufactured and Guaranteed by 


The Wise-Harrold Electric Company 
New Philadelphia, Ohio, U. S. A. 
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iment 


the electrical industry of this 
country upon the conception 


and plan of the coming 


San Francisco Convention 


of 
National Electric Light 
Association 

HE occasion, the thirty-eighth of its kind, is 

to take place under conditions peculiarly 
auspicious. That the most may result both tor 
the Association and the industry as a whole is the 
hearty wish of 


The New York Edison Company 
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Convention Committee 


( HN A. Britton, vice-president and 
J anager of the Pacific Gas & Electric 
Company, is chairman of the general 
con ention committee, which also in- 
cludes. the following: Colonel H. V. 
Carter, vice-chairman; James I. Ayer, 
Cambridge, Mass.; R. H. Ballard, Los 
Angeles; T. E. Bibbins, San Francisco; 
J. Ss. Bleecker, Columbus, Ga.; W. W. 
Brivys, San Francisco; O. B. Coldwell, 
Portland, Ore.; L. D. Gibbs, Boston; 
(. KE. Groesbeck, Salt Lake City; A. H. 
Halloran, San Francisco; Carl Heise, 
San Francisco; G. C. Holberton, San 
Francisco, A. G. Jones, San Francisco; 
H. H. Jones, San Diego; P. Junkersfeld, 
Chicago; S. J. Lisberger, San Francisco; 
E. W. Lloyd, Chicago; F. H. Varney, 
San Francisco; H. A. Wagner, Baltimore. 

The subcommittees include: | Enter- 
tainment, W. W.. Briggs, chairman; 
finance, G. W. Holberton, chairman; 
hotel and local transportation, F. H. 
Varney, chairman; ladies’ auxiliary, T. E. 
Bibbins, chairman; local registration, 
W. T. Neiman, chairman; meetings, 
s. J. Lisberger, chairman; information 
bureau, Carl Heise, chairman; press and 
publicity, A. H. Halloran, chairman. 


Electric Vehicle Handbook 


The Ward Motor Vehicle Company, 
Mount Vernon, N. Y., is supplying each 
purchaser of a “Ward Special” with a 
copy of an extra edition of Cushing & 
Smith’s Electric Vehicle Handbook, con- 
taining a supplement which covers the 





description, care and use of its own 
vehicle. The “Ward Special’ sells for 
$875, complete with battery and body. 
It is equipped with standard parts, and 
is designed to meet the demands of many 
central stations for a high-grade com- 
mercial electric that will sell at a low 
price. 


Class in Window Trimming 


At a recent meeting of the Cleveland 
Electrical League, it was voted to organize 
a class in window trimming for the pur- 
pose of improving the quality and scope 
of window displays in the various electric 
shops of Cleveland. It was proposed 
to erect in the club rooms of the League 
a dummy window in which displays 
would be arranged. Professional win- 
dow-trimmers will be invited to give 
demonstrations of their art and various 
'!eague members will install trims which 
ill be the subject of discussion and 
riticism by fellow members. 


ELECTRICAL 


History of Illuminants 

“The Story of Artificial Illumination” 
has just been issued by the Westinghouse 
Lamp Company, as the first of a series of 
salesmen’s lamp handbooks. 

The electrical salesman cannot fail 
to recognize the necessity for being thor- 
oughly familiar with the history of all 
electric illuminants, in order to be 
sufficiently well informed to answer 
questions from the consumer and _ to 
supplement his selling arguments with 
facts. The Westinghouse handbook is 
the first of a series designed especially 
for a busy man, to give him in a nutshell, 
information, in non-technical language, 
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that will be of value to him and which he 
can easily translate when talking to the 
layman. 

The first booklet touches briefly upon 
the early forms of lighting and then 
describes definitely the open are, en- 
closed arc, flame arc, luminous arc, 
mercury-vapor lamp, Cooper-Hewitt 
quartz lamp, Nernst lamp, and the 
various incandescents from Frederick 
de Molyens to the modern gas-filled 
Mazda. 

Copies of this booklet may be secured 
from the Westinghouse Lamp Company’s 
general offices, 1261 Broadway, New 


York City. 








decorative post lighting. 


is distinguished by Greenwood 


Knoxville, Tenn. 











Complete Electric Advertising Service 
Greenwood Advertising Service is complete. 
Iwasvinsalily 
but we design and install illuminated marquees over doorways; we design deco- 
rative lighting equipment for installing building fronts; we design and install 


The equipment of the Baltimore Hotel here shown consists of a strong, 
simple, clear-reading, double-faced sign ; two semi-marquees blazoning the name 
over the doorways and capped by nitrogen lamps, and 11 ornamental brackets in 
verde antique each holding a 500-watt nitrogen lamp. This equipment not only 


\ashividualily 


but it is so well designed, so harmonious in conception and rendering, that each 
detail combines to make an impressive ensemble. 


WHEN YOU VISIT THE COAST THIS SUMMER GIVE US THE HONOR OF SHOWING 
YOU OUR WESTERN FACTORY AND SOME OF OUR LOCAL WORK IN LOS ANGELES 


Greenwood Advertising Company 
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We not only make signs of 


Los Angeles, Calif. 



















































































New Washing Machine 


The Frantz Premier Company of 
Cleveland, well known as manufacturers 
of suction cleaners, have arranged to 
take the entire output of the “Easy” 
electric washing-machine, formerly made 
and sold by Dodge & Zuill, Syracuse. 
It is safe to predict that this washer, 
improved and perfected by the Frantz 
Premier Company, will soon be among 
the largest selling electrical products. 
The Frantz Premier Company has 
enjoyed notable success in its sales, 
having marketed, according to good 
authority, more than 100,000 electric 
cleaners within four years. An extensive 
advertising campaign will be used in 
connection with the “Easy” washer. 













































































































The “Easy” washer is built on the 
vacuum or suction principle and _ its 
operation is extremely simple. The tub 
body is made of solid copper with a 
valve at the bottom which can be con- 
nected with sewer or open drain. Nota 
particle of wood enters into its con- 
struction. The vacuum plungers, inside 
of tub, are of solid copper and nickel- 
plated. When washer is in operation 
they move up and down 60 times per 
minute, so that the air contained in the 
plungers on the down-stroke forces the 
soapy water through the garments while 
on the up-stroke the plungers suck the 
soapy water back through the mesh. 
The stroke of the plungers is adjusted to 
light, medium or heavy washing. 
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Los Angeles Slogan Messers Hutchings and Kelly 
The Board of Directors of The Da 

An electric slogan sign, 60 feet long by 
50 feet high, has just been erected to 
advertise the city of Los Angeles. The 
sign reads, ““Los Angeles, 1920, 1,000,000 
Population” and was built by the Green- 
wood Advertising Company (Western), 
of that city. 

The same company has also recently 
contracted to build five signs for the 
Sperry Flour Company, to be erected on 
each of their five plants at Los Angeles, 
Fresno, Stockton and Vallejo, Calif., and 
at Tacoma, Wash. 


meeting in Dayton, Ohio, unanin« 
appointed Mr. O. H. Hutchings, Asso 
General Manager and Engineer 
Mr. Thos. F. Kelly, Commercial M 


tivities of the Dayton Company in 


Street, New York City. 


a net gain to both buyer and seller. 


Power and Light Company at a re. 
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absence of Mr. F. M. Tait, who continues 
as the President and General Manager of 
the Company and located at No. 54 Wall 


No sale is profitable which does not show 








“Better Be a Brooklynite” 


ORE than 40,000 additional horse power in electric motors were 
added to the service mains of the Brooklyn Edison Company during 
the past year—an increase of 20 per cent. over any 

in the Company’s history. 


preceding year 


Among the enterprises of national reputation who adopted Brooklyn 
Edison Power during 1914 were the following: 


R. G. Dunn 


American Manufacturing a 7,000 H. P 
E. W. Bliss 3,000 H. P 
Austin Nichols & Company 1,000 Ft. F. 
400 H. P 

ne 


— Tobacco neve 
‘ ; 250 


The low rate for central station power is but one of the attractions 
which draws to Brooklyn the country’s biggest industrial institutions. 


BROOKLYN has an unsurpassed improved waterfront of 
56 miles, which cost over $200,000,000 for its development. 


BROOKLYN has a population of over 1,800,000. Two 
hundred new residents absorbed daily. 


BROOKLYN has more miles of asphalted streets than any 
other city in America—796 miles paved. 

BROOKLYN is the home of 8,000 industrial establishments 
which pay weekly to their 150,000 employees almost $2,000,- 
000 in salaries. An average of four new manufacturing 
plants have opened each week during the last five years, mak- 
ing an additional yearly investment of $10,000,000. 


Such in Brooklyn, the city of big business. 





Without obligation on your part, our Industrial Power Bureau will be 
glad to compile information on labor costs, factory and loft sites, freight charges 
to and from Brooklyn on raw and manufactured products;—or gather any other 


facts that would be of value to you should you be considering a change of 
locality. 


This service is yours for the asking, as likewise is our new booklet— 
“Industrial Brooklyn.” 


Edison Electric Illuminating Company 
of Brooklyn 


General Offices 360 Pearl Street 


Brooklyn, N. Y. 
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“Teaming 
By Electricity” 


Electricity has superseded oil and 
gas for automobile lighting and 
starting. It is displacing the steam 
plant in thefactory. Ithasmadethe 
horse-car a curiosity. Evenon the 
farm new uses are being found for 
electricity right along. 


The “Teaming by Electricity” idea is growing every 
day. The principle is being better understood. If you 
have figured the cost of Electric trucking against your 
present cost of trucking with horses and can see no 
economy, depend upon it you have overlooked some- 
thing. Perhaps it is the stable overhead, the cost of 
renewing horses which die, or the money saved by the 
fewer drivers required to operate the fewer trucks 
necessary to do the same work. Even on the short 
hauls the Electric is the cheaper proposition except in 
a few cases where long waits are involved. 


The G. V. Electric would not have survived 14 years 
of all kinds of competition, prejudice, indifference and 
similar obstacles if it were not right in design, con- 
struction and operating costs. Furthermore, G. V. 
trucks are not sold wherever we can get an order, 
but where they are adapted to the work ofthe buyer. 
Let us tell you more about G. V. Electrics. 





General Vehicle Company, Inc. 
Long Island City, NY @ 


New York, Chicago, Boston, Philadelphia 
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The VALENTINE 


——— | HOUSE-NUMBERED 






Retails at $3.00 


=" | PORCH-LIGHT 


(PATENTS PENDING) 


Here is a popular, gwick-selling electrical convenience which every 
householder wants and can afford to buy on sight. You get the 
order easy and money quick—and every one sold means 15 cents 
a month, ve/ver, on the current bills. 





Think what it would mean to have who/e stree/s in your residence 
districts with a lighted porch number on each house! Then figure 
what it would mean in revenue! If you only sold a thousand it 
would mean 1000 x 15c¢ x 12 months = $1800.00 per year. 


The Valentine house-numbered porch-light 1s wavted. People do 
not want their porches //oodea with light—they want just enough 
illumination to see who's there, just enough to read by under the 
light. People switch off a big porch light quickly when it is not 
absolutely needed —they will burn a Videutins heht a// night 
every night. 


“How you can burn your porch light all night” 


is the title of a folder which is furnished central stations, with 1m- 
print, for enclosure with bills. Or if new-business managers will 
send us lists of porch-light prospects we will correspond with pros- 
pects direct. 


The porch light is not a stock article. Each 1s made up to your 
requirements. 


VALENTINE 
ELECTRIC SIGN COMPANY 


ATLANTIC CITY, N. J. 





MAIL DEPARTMENT 

































Valentine Porchlight No. 9 
Retails at $3.50 
delivered 





